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PROTECTED BY 
U. S. and CANADIAN 
PATENTS 


LIGHTWEIGHT 
FLEXIBLE 


Moccasins ... America’s first baby shoe! 


RR. J. POTVIN: SHOE C€CO., BROCKTON, MASS. 
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261 Fifth Avenue, 


Crafted im # Snuff and in all Hubschman fashion 


colours... by Pan American Modes, Inc., Miami 42, Florida 


Fashion Office: 


E. Wubechman & Sons, Division of Gera Corporation, Philadelphia 13 
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important 
profit-makers 
that are YOURS, 
with 


Weyenberg 


phoes for Men” 
WAV AN= ty 4Nejle- 


A : ; Oo : 


Once a man knows the comfort of these fine shoes, he keeps 
coming back for more-—-and you’ve got yourself a profitable 
repeater, at the lowest possible selling cost per pair. 
And, once he sees your spread of seasonal styles, your chances 
of building him up from a single-pair sale to two pair 
or more start to climb like a hot rocket. 
For the dig volume, sell the big advantages ... COMFORT and 
STYLE. Crafted construction, premium leathers, style-conscious colors, 
familiarity and acceptance resulting from continuous national 
advertising, and heart-of-the-market prices . . . all these contribute to a 


bigger profit at lower cost on WEYENBERG and MASSAGIC Shoes. 


co. \ MILWAUKEE 1, WISCONSIN 
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EF REEMAN dealers seem 
to have all the best luck--or is it 
because they have all the best stock? 


Certainly the cream of shoe customers 


have come to regard 
_ Freeman “Bootmakers” 


s ; 4s 
ry aes 


as the ultimate in 
j footwear distinction 


iF 
the LO and quality. 
one thing’\ \ “Bootmakers” will be 
you ae VO advertised regularly in 
about 


e Wall Street Journal... 
was his footwear | Th 
i mean ne was always ‘ h “es 
so careful to wear shoes to reac th 
r the occasion has 
correct for the occ | Man Ww 
shoes exactly right 


an instinctive appreciation 
for the color of his suit | \ for the quality and style 


alt er- 
only of an absolute pe 





found in “Bootmakers” — 
\ 
fection. Strange, how many 


the man who wears only 
men stop short at the Oo 
nkie-line...and spoilthe — | the finest. 
whole mpression 


intnahen Gpuild. 


by FREEMAN 


51 QS th $78.95. For 78 
Bootmakers” are $21.95 to $28 5 
et fr 
dealer 


Your fortune can stem from the Freeman Family of Fine Footwear. . 


. Wonderful Feeling Freeman Shoes, Town Squires, 
Bootmaker Guild. Write to Freeman Snoe Corp., Beloit, Wis. America’s Largest Exclusive Makers of Men's Fine Shoes. 








A 57-year heritage of leadership, profit and success comes packed 
with every shipment—every pair—of Buster Brown Shoes. 











Three generations 
have made Buster Brown 
more than 
a line of shoes 


Buster Brown is the living symbol of 
quality and value that exists in the minds 
of three living generations who have come 
to rely on Buster Brown Shoes. 

That symbol has grown stronger for 57 
years as more and better Buster Brown 
Shoes are built... and as more millions of 
parents have come to trust Buster Brown 
quality. Today, Buster Brown is the stand- 
ard of value in the children’s shoe business 

and the most powerful, most profitable 
selling force that ever lived alongside the 
fitting stool. 

Buster Brown, the line of shoes, and 
Buster Brown, the symbol—have com- 
bined to bring an inheritance of leadership, 
profit, and lasting success to countless re- 


tailers. They can do the same for you. 


Children’s shoes—our business... 
Children’s feet—our responsibility 


b Quality at your feet 
BROWN 


SHOE COMPANY 


St. Lou/s, Missouri Makers of: Air Step + Buster Brown + Galaxies « Glamour Debs + Life Stride + Miss America + Naturalizer « Official Boy Scout Shoes 
Official Girl Scout Shoes + Pedwin + Propr-Bilt « Risqué « Robin Hood « Robinette + Roblee « Smartaire 
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In This Issue... 


Party Shoes as Varied as a Party's Moods ..... 30 


I'wo pairs of party shoes to a customer should be a minimum 


for the well-dressed. socially active woman. 


Shoe Store with a Million Dollar Look ........ 


Sommer & Kaufmann have remodeled and enlarged their main 


downtown San Francisco store with striking results. 


Sales Training Series: Customer Types ...... 


Don't take the regular customer for granted—she has feelings too. 


What the Shoe Retailer Thinks about Imports . . 


A nationwide survey of retailers’ opinions shows that relatively 


few are seriously concerned about the rapid rise in shoe imports. 


POP PORT TOPMOVEE 6c ccs ccccccccccccccce 
Carefully selected and planned specials will do a lot to speed 


up your turnover. 


Departments 


About Shoe People ‘ Personnel 

Baker Reporting from Washington Profile 

Dates to Remember Retail Merchandising 
Editorial Retail Trade Report 


Financial Serre Salesmen and Supplies 
Headlines Salesmen on the Road 


Manufacturing Report ve Trade Literature .. 
Obituaries Voice of the Trade... 


Pattern Portrait - What's New 


Coming July 15... 
What's Ahead in Retail Architecture 


Will the trend be toward self-service and shoe store super- 
markets or will greater sophistication be the keynote in 
shoe retailing? A well known architect takes a look at the 


shoe store of the future. 
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twenty-foot test tube 


Full of squeals and sunshine, merriment and mileage . . . 


ice cream on every face, new shoes on every foot ... ten typical 
terrors take time out from their daily routine of scuffing, sliding 
and scampering . . . which 1s the rugged wear-test we give 

our Blue Star Shoes. Every basic design, every modification 

or new material is proved on young feet in action, 


before going into our line. Just one of the 


STAR 


$5, $6, $7 SHOES in stock «same day service 


Blue Star Shoes, Inc. Manufacturers, 5 Franklin St., Lawrence, Massachusetts 


quality controls that make 
Blue Star the premium shoe 


at the popular price. 
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This SELF-ACTING 
Exercizer Strengthens, 
Comforts, Rests Feet 
WHILE WEARER WALKS! 


FOOT EXERCIZER 
SANDAL 


Offers real Profit and PRESTIGE- 
BUILDING attractions for YOU! 


It's a scientifically desicned orthopedic appliance in 
the form of a smart sandal! It automatically exercises, 
strengthens, comforts the muscular structure of foot 

. restores its normal toe-gripping function . . . helps 
overcome foot arch weakness. All this, remember, 
while the wearer WALKS for only a short time each 
day indoors, outdoors—anywhere! 


NOTE: This appliance does not, of course, take the 
place of arch supports, whose function is to relieve and 
correct weak, fallen arch and flatfoot. But Dr. Scholl's 
Foot Exercizer Sandals do give the wearer added ben- 
efits by strengthening the foot's muscles. 


To display them is to sell them. Stock up now. 
Nationally advertised in: 
LADIES’ HOME JOURNAL « VOGUE 
LIFE « NEW YORKER 
GOLF DIGEST 





MEN'S No. 7370. BROWN 
STRAPS. Sizes 7-15. Full 
sizes, one width only. Retail 
$9.95 pr. Your cost $5.75. 


July 1, 1960 


Before 1. Cupped Heel Seat for stabilizing 
e 
Anything 
. 
Like It! 


the feet and for greater walking 
pleasure . 


2. Cushioned leather straps securely 
attached by four screws and buckle 
for individually adjusting to foot .. . 


3. Made of imported wood, shaped to 
natural contour of foot. Special Meta- 
tarsal Crest produces a natural toe- 
gripping action. The great toe and 
great toe joint rest in a depression... 
4. Durable non-slip crepe sole makes 
for noiseless walking and long wear. 


WOMEN’S 


FLAT HEEL: 

No. 7371. RED or NATURAL 
TAN STRAPS. Sizes 4-12. 
Full sizes, one width only. 


Retail $9.95 pr. Your cost $5.75. 


CHILDREN’S: No. 7373. 


RED or BROWN STRAPS 
Sizes 10, 11, 12. Full sizes, 
one width. Retail $7.95 pr. 

Your cost $4.60. 


MISSES’, YOUTHS’: 


No. 7374. RED or BROWN 
STRAPS. Sizes 13, 1, 2, 3. 
Retail $7.95 pr. 

Your cost $4.60. 


WOMEN'S 

HIGH HEEL: 

No. 7372. RED or NATURAL 
TAN STRAPS. Sizes 4-10. 
Full sizes, one width only. 

Retail $9.95 pr. Your cost $5.75. 


BOYS’: No. 7375. 
BROWN STRAPS. 
Sizes 4, 5, 6. Full sizes, one 
width. Retail $8.95 pr. 
Your cost $5.15. 


SPECIAL DEMONSTRATION OFFER! 


We offer to send you a regular $9.95 pair for demon- 
stration purposes—any size or style—for only $3.00! 


MAIL COUPON TODAY 
THE SCHOLL MPG. CO., INC. 
Chicago 10, Ill.» New York 11, N.Y. >Los Angeles S58, Calif. 


Send us a regular $9.95 pair of Dr. Scholl’s FOOT EXER- 
CIZER SANDALS as per your special $3.00 offer. 


{] Women’s size Style number 
() Men's size.... Style number 


Firm name. . 
Address 
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That's how fast we are making and 


selling the new Jarman “DEERSLAYER!’ 


‘Soff and supple 
as “all outdoors”— 
with a deep 
cushion insole 
from heel to toe 


SHOES FOR MEN 
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Four Selling Aces 


JUMP/NG-JACKS 


“Every sales force is very much like a deck of 
cards,” 
Thats how John H. Wolfe, president of the sales 
training company bearing his name, launched into 
his talk before the Sales Executives Club recently. 
He gave his listeners some important, conclusive 
directional signals, that could very well be applied 
to any business, when he made these points: 
“Whether vou have 52 men or 52.000, vou've got 
a few deuces and dunces at the bottom of the pack 
. those who just can’t seem to ‘cut the mustard.’ 
“Along about the middle. vou have the threes, fives. 
sevens, nines, the men who do a fair job. They 
get by That's all. 
“At the top of the deck, backing up your whole 
sales organization, vou have some real selling aces. 


egg ae mapa veg hry Legg Fire PLAY THIS WINNER 


Aces and Live Like Kings. 
sae te sou. Ha aes ee ee ome ACROSS THE BOARD... 
this sales know-how, pass it down through the rest 


of the organization and make all of our salesmen JUMPING JACKS” 


aces, 

“They sav that selling is a game. It’s fun. And... 

it is fun, for the Selling Ace because he knows how. : : , 

“Selling Ace 21-—Start with a spade. This man Jumping Jacks Serrato sizes 12 /-4, B, C D 
plans his work in advance. He knows where he is 

going. Who he is going to see. What he is going 

to say. And he knows something about the prospect 


hefore he calls on him. ‘e 
“Selling Ace 22-—-Hit ‘em in the heart. Basically. TS ol 
CF 


people are the same. They don't buy what they 

think they need. They buy what they feel they 

want. Don't sell the product. Sell the benefits. The ‘ 

important thing to remember is that people buy Bristols Serrato sizes 41/2-1 2, A,B, CD 


through the heart. 
“Here is the heart formula .. . the points of any Sizes for big brother and kid 
product or service which hit the heart: Health. brother, too. In black with 
Enjoyment, Achievement, Romance, Treasure. Not 
every product possesses all these benefits. What 
the salesman or sales manager must do is find just lightweight pebble crepe sole. 
wit Pa ele dew are applicable to his own “The ticket” is +854 for both 


gored vamp for snug-hug fit. . . 


Jumping-Jacks and Bristols. 


——y 


, a een VAISEY- BRISTOL SHOE CO. 


Publisher Monett, Missouri 
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; 
Backed by Acme’s all-time 


greatest advertising campaign, 


including full-color pages in Life, 


Look, Saturday 
Evening Post and 
Western Horseman. 


Priced less than you think .... 
MENS SUGGESTED 


6% thru 12, ond 13 MINIMUM RETAIN 5 , 


BOYS AND GIRLS BOYS and GIRLS 
8% thru 3-B and D 7.95 
3% thru 6-B and D 9.95 


INFANTS 
4 thru 8-D only 5.95 3.50 


“IMMEDIATE 
DELIVERY”’ 


The boot that appeals to more people than any 
other western boot in history! Rich in 
feel. . . rich in looks . . . with the touch of gold! 


ACME BOOT COMPANY, iInc., Clorksville, Tennessee 


WORLD’S LARGEST BOOTMAKERS 
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@ Federal price controls continue to be a Congress topic but 
passage of a control law this year is very unlikely. 


® Soviet buying of U. S. equipment is at an all- 
time high in spite of Russia’s current hostile 
attitude. 


© The FTC has issued new rules designed to stop 
payment of special advertising allowances to 
favored customers. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





Talk of federal controls over prices continues to crop up in Congress. 
jarring war or all-out emergency, however, there is almost no chance that 
a price-control law will be written this year. 

Most of the urging for the authority to control prices comes from Leo 
Hoegh, director of the Office of Civil and Defense Mobilization. Mr. Hoegh 
has asked the Congress on a number of previous occasions for permission 
to fix prices of goods sold at retail and wholesale. 

The Congress has thus far refused to grant his request, saying it is 
fully capable to writing a price-control law on short notice if and when the 
need arises. 

Mr. Hoegh is a persistent politician. He keeps coming back to Congress 
with the same request again and again. But he’s not making much headway. 

Even Senator Paul Douglas (Illinois Democrat), usually a sympathizer 
with any proposals for plans for tough rules from Washington, now says 
he is “not in sympathy at this time” with the Hoegh plans for controlling 
prices. The Douglas turn-down means both Democrats and Republicans 
believe that consumer prices will not present a problem—either inflationary 
or deflationary—in the months immediately ahead. 


Soviet buying of U.S. machinery is continuing at a high level, despite 
the new war-like threats from the Kremlin. 

New government figures show that the U.S.S.R. bought $35.4 million 
worth of U.S. equipment during the first three months of this year. The 
Reds had sought approval in Washington for $42.5 million worth of goods, 
but the Administration struck $7 million worth of military or strategic items 
from the Red shopping list. 

3oth the volume of goods sought and the amounts actually purchased 
are all-time highs, indicating sharp Soviet interest in buying all the ma- 
chinery and capital goods from the U.S. that our laws and their credit allow. 

Now that the Russian bear is growling again, will the volume of their 
purchases drop? Possibly, but not likely. The Soviet government is deep in 
a seven-year program of expanding its capacity to produce consumer goods 
of all types, and its purchases of machinery and know-how to produce are 
likely to continue at a high rate. 


The government is tightening up its enforcement of rules governing 
promotion allowances. 

From now on, manufacturers who grant allowances to sellers for adver- 
tising, promotion, or other purposes must make certain that all customers 
are treated equally. 

If there is anything unequal about the treatment received by cus- 
tomers, the manufacturer (or seller) is likely to find himself the target of a 
government suit. 

Actually, the Robinson-Patman law has for many years required that 
customers receive equal treatment at the hands of sellers for similar goods 
or services. But certain ambiguities in the law made enforcement difficult. 
Now, the FTC has issued new rules (“Guide for Advertising Allowances 
and Other Merchandising Payments and Services’) designed to stop the pay- 








@ The reports of FTC investigators into the shoe 
business are now in Washington and are being 

Re ort from studied by the FTC staff. 
P @ Money and credit will be in easier supply until 
after the November elections in order to pep 


WASHINGTON wp ite t. scconomy. 





ment of advertising allowances to certain favored customers when the same 
allowances are not also made to all customers. 

Under the new FTC rules, a seller making payments or furnishing se! 
vice to customers must meet the following requirements: 

Payments or services must be available on a proportionately equal basis 
to all competing customers. 

Sellers must tell all customers who compete with any participating cus- 
tomer that the promotion is available. 

The plan must either allow all types of competing customers to pat 
ticipate, or provide some other means of participation for those who cannot 
ise the basic plan. 

Seller and customer should have a clear understanding about the exact 
terms and conditions of payment and service 

Seller must see that he is actually receiving the services promised, and 
that he is not overpaying 

Simple language is used throughout the new guide, the FT 
It admits that many merchants and manufacturers previously were 
dark as to what was legal and what wasn't because they couldn't 


the complicated legal mumbo-jumbo of the Robinson-Patman law 


Du 


rhe government's igation of the shoe 
to a close. 

For more than a year, Federal Trade Commis 
been probing the manufacture and marketing of foo 
especially in and around St. Louis and Kansas City 

The investigators have been instructed t 
signs of deception in the materials used in shoes, 
false or misleading claims at any level of selling 

The reports of the investigators are now i: 
staff is examining them with election-year care 

What will come of the investigation? 

At this point, neither the commissioners nor their lawyers knov There 
is much material to be read, studied, and analyzed. [ ‘ntirely possible 
that the commissioners will conclude that they have “no case’’—that their 
investigators have failed to turn up any meaningful evidence of wrongdoing 
If so, the reports go into the FTC files and the matter is closed until 
next time 

t this is an election year and the FTC, like all federal agencies, ji 
paying alert attention to the complaints of consumers. With the White 
House, all of the Senate, and one-third of the House being offered to hopeful 
politicians, the temptation to promise consumers the moon and stars is vers 
strong indeed 

Just how long the FTC will require to examine the results of its foot 
wear investigation is anybody’s guess. Although the FTC is noted in Wash 
ington for its turtle-like speed in acting on complaints, there are many 
signs in recent months of a new and alert attitude on the part of investigat 
ing Officials. The payola investigations in the Senate and the House are 
having their effect upon the executive departments of government 

A new type of bureaucrat is making his appearance on the Washington 
scene—an alert official, sharp of eye and keen of nose, ready to the point 
of over-zealousness to cry “foul” at the first sign of merchandising mischief 

The fact that many of the legal actions commenced against businessmen 





(CONTINUED ON PAGE 47) 
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introducing a fabulous = es 


amsther. proved product by sieincgciciibi .. PRIME. 


New from Prime-Tex . . . ; 
answer to the special innersole m 
and women’s cements. VELV 
advantages you must have: 
duction savings; holds side 
horizontal flexibility withowt é 


unexcelled adhesion; no stretching or “Deana. 


The unique formulation of wool, rayon, pulp, neo- 
prene resins and special and Prime-Tex 

skill results in shape retention and wearability un- 
equalled by cements using mba, insole products. 


Consumers quickly recognise, eer, when 
breaking-in shoes, the sof ines, reviliency and com- 
fort of cements ¢ ning ¥ (They may not 
‘do know they 

want your br flexible, light- 
weight, pore Warp or buckle; 
breathes away 


p feet cool. 


: Merial you are now 
‘advantages! Let us 
ring a sample skid 
tative will help you 


lion of VELVO. In any 


FOAM RUBBER BACKING 


A new, soft, resilient backing mate- 
rial from Prime-Tex, that is excellent 
as a durable base for coated boards. 


FOR FREE SAMPLES OR REPRESENTATIVE, WRITE 


©) 


CEMENTS 


WYO manufacturing standards were 
highly-skilled Prime-Tex chemists 
1g research in shoe production tech- 
created now famous Prime-Tex innersole 


FR ees “material VELVO is produced in the modern, auto- 


mated, electronically controlled plant where 
Prime-Tex is made. Strict adherence to quality con- 
trol standards and continual testing lets us offer 
this outstanding new material. 


“PROVED BEST BY TEST’ PRIME <. 


These tests, by York Research Corp., are proof of 
superiority of Prime-Tex Innersoles in vital areas of 
comfort, wear, foot-health and production economy. 
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PRIME-TEX 77 


Another new Prime-Tex 
product now being suc- 
cessfully used in shoes. 


OR CALL NA5-8996 


YOU GET THE BEST WHEN YOU SPECIFY ogee 


® Patent Applied for 


CORPORATION 


®° MANCHESTER, N. H. 


HENRY FUCHS CO. — National representatives for women’s cement and stitchdown materials. 
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THE ce a FLIES 
He E-Jay fu 
\“ .” AGAIN THIS SEASON! 


own ... they can help make this your best sea- 


€ 


E-Jays .. . the popularly priced children’s shoes 
with the features mothers look for. . . are again 


advertised in PARENTS’ Magazine this Spring. If you're not now stocking E-Jays, drop us a 
Make E-Jays part of your Spring and Summer line and an Endicott Johnson salesman will call 


selling effort with a tie-in promotion of your on you soon. 


son ever! 


CHECK THESE CHILDREN’S SHOE SELLING FEATURES: 


1. The famous Guide-Step principle in some styles .. . designed 
to guide body weight to the strong outer edge of the foot. 


2. Permacounter ... new miracle polyethylene counter that 
lasts the life of the shoe. Can’t break down! 


3. Flexible, non-marking sole. 


4. Pacifate protected lining to help prevent athlete's foot, 
mildew and bacteria. 


5. Tough nylon thread throughout. 


6. Polyethylene midsole. 


and E-JAY GUIDE-STEPS 


ENDICOTT JOHNSON CORPORATION 
Endicott 1, N.Y. 
e»-the famous family name in shoes 
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by JOHN REILLY 


Editorial 





Imports and Customers 


ERIL Point hearings for industries with products 
on the long GATT list of items on which the 
United States will consider possible tariff reduc- 
tions are just a few weeks off. The shoe industry is 
just one of dozens of American industries whose fu- 
tures will be shaped by the outcome of these hearings 
The GATT list comprises some 2,500 capital and con- 
sumer goods items on which the United States may 
negotiate lower tariffs at the General Tariffs and Trade 
Agreements Sessions to be held this fall. The peril 
point statements and testimony will be heard before 
the Tariff Commission and the Committee for Reci- 
procity Information to establish peril points for in- 
which the tariffs on their 
should not be lowered. 
The the final GATT list of 
negotiable products would mean a lowering of tariffs 
on shoes which would progressively cut duties 20 per 


dustries beyond products 


inclusion of shoes on 


cent in the next four years. 

The impending GATT hearings and the cancellation 
of President Eisenhower's trip to Japan have put “im- 
ports” very much in the news. The June 14 front page 
of The Wall Street 
account of the research and development projects which 
are being conducted in Japan. 

This some being 
jointly by Japanese and American interests. Its object 
is to improve technology and quality and to develop 
new products for export. 

The Wall Street Journal points out that Japanese 
exports last year amounted to $3.2 billion, one-third of 
which came into the United States. The article noted 
also that the Japanese spent $111 million in research 
and development. 
and development apparently, like 
manufacturing costs, are much lower in Japan than they 
This accounts, no doubt, for the fact that 
manufacturers are 
tively in Japanese research projects. 

For some time American manufacturers in hard 
pressed industries have used foreign facilities for the 
production of finished goods or components. This fact 
and a growing interest in foreign research and devel- 
opment indicates an anticipation of further cuts in 
United States tariff duties and a belief that foreign 
made goods may be the key to the world markets of the 
future. 

Recently we saw a letter addressed to an American 
manufacturer of plastics, some of whose products are 
used in the shoe industry. It was written by a Japanese 


Journal carried an eye-opening 


research is, in cases, conducted 


Research costs, 
are at home. 


some American participating av- 
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plastics expert on the subject: “Please Expand Your 
Business Activities Utilizing Japanese Plastic Industry.” 

The following paragraphs are excerpted from it. 

“The writer, a professional plastics businessman . . 
is very happy to write you asking for your special at- 
tention to the abilities of our Japanese Plastic Industry. 

“Some items which will belong to your present pro- 
duction will be made cheaper here in Japan, but, with 
equal quality. 

“Both your and our government have already con- 
firmed that in the very near future there should be true 
free trade between the U. S. A. and Japan. 

“This policy means, in its economic effect, that Japan 
will become one state of the U. S. A. and Japanese In- 
dustrial Facilities will be available at your people's 
disposal. 

“It will not be necessary for you to manufacture by 
yourselves all the products of your present lines and 
of the future. 

Please note, in Japan, machines are cheaper, 
molds and tools are cheaper and labor is far cheaper 
but very skillful. 

“The writer has been to the States three times and 
notices that there are many advantages of the Japanese 
Plastic Industry. 

“If you leave them alone they will be strong competi- 
tion against you in some plastics fields. 

“If you will give them a chance of working with you, 
they will be very glad to cooperate with you.” 

There was more to the letter, but, these excerpts give 
an insight into the thinking of at least one enterprising 
Japanese businessman. 

Elsewhere in this issue there is a round-up of mer- 
chant opinions on the impact of shoe imports at the 
retail level. There is comment, pro and con, on the 
quality and profitability of imported shoes. None of 
the shoe merchants interviewed mentioned the effects 
of constantly rising imports of shoes, or for that mat- 
ter, any other consumer products, on employment and 
the long term economy of the country. Low as we may 
feel the per capita consumption of shoes to be, it is 
a fairly good barometer of America’s high standard of 
living. This, the highest standard in the world, has 
been brought about by record employment at just and 
equitable wages in most areas of American industry. 

Runaway imports have already ruined several of our 
industries with loss or reduction of income to whole 
communities of workers. Unemployed people make very 
poor customers, as retailers in distressed areas will 
willingly attest. 
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Automatic Leveling 
with Fingertip Control 


Fingertip adjustment at eye level, finger- 
tip starting, and automatic ejection of low 
quarter shoes make the Sine, Automatic 
Leveling Machine a “‘natural’”’ for higher pro- 
duction, easier operation and high quality. 

Powerful hydraulic action of jacks and 
leveling rolls combines with automatic 
length measuring mechanism to ensure bot- 
tom character which is always a faithful 
reproduction of the last from shoe to shoe 
regardless of size. 

For the very best in leveling investigate 
the Simmee. Automatic Leveling Machine — 
Model A. 


UNITED SHOE MACHINERY CORPORATION 


Boston, Massachusetts 
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Retailer Confidence Reflected in Manufacturers’ Orders: 


Leather Show Points to Peak Season for Shoes 


The accelerating pace of business 
at the New York show indicates 
that shoe production and retail 
sales will both reach high levels 
during the fall. 


NEW YORK—The most signifi- 
cant outgrowth of the recent Leath- 
er Show is the confirmation of a 
very probable record fall 
On the basis of 
advance orders for leather placed 


season 
for shoe business. 


by shoe manufacturers prior to the 
show, and an acceleration of orders 
stemming from the show itself 
all indications point to a high level 
of shoe production and retail sales, 
during the last 
months of the year. 

Many tanners at the show re- 
ported they running from a 
few days to as much as two and 


especially five 


were 


three weeks behind schedule on fill- 
ing and Many 
shoe manufacturers, particularly 
those who have delayed placement 
of orders, 


orders deliveries. 


have voiced some con- 
cern over the outlook for delayed 
deliveries that have some ef- 
fect on delivery schedules of their 
own While in 
this the 
stage, fortunately it does not repre- 


may 


shoes. some cases 


has reached “anxious” 


sent an over-all industry problem. 


A Good Barometer 
recent leather orders 


The pace of 
of which the 
Leather Show served as a finalizing 
point—serves as a good barometer 
fall outlook. 
While the June Leather Show is a 
showing of new spring leathers and 
recent 
tivity has been concentrated on the 


for shoe business 


colors, leather business ac- 
fall season. 

Tanners reported that orders had 
sluggish up to eight 
ago, then leaped 
upward. Shoe retailers, because of 


been six or 


weeks suddenly 


top-heavy inventories resulting 
from the retarded sales pace of the 
January-March and May-June pe- 
riods, had shown reluctance to place 
full and substantial 


effort to 


orders, in an 


clear out some of their 
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present stocks. But in recent weeks, 
with mounting assurance of a 
healthy fall season ahead, retailers 
have come into the market with a 
strong hand. This confidence in the 
ahead filtered back to 
the shoe manufacturer and tanner, 
both of whom are geared for a full- 
steam-ahead production. 


A Better 2d Half—Despite a slow 
first half in 1960 for shoe and leath- 
alike, it now appears 
that the last half is going to accele- 
rate sharply and compensate for the 
This was reflected by 
comments throughout the show by 
tanners, 
volume 


season has 


er business 


slow start. 


shoe manufacturers and 
retailers alike. 

The stepped-up business pace is 
being attributed to a variety of fac- 
tors: the election year; the expecta- 
that current 
employment and income 
maintained and even increased over 
the months the belief that 
consumer spending, which has been 


tion record levels of 


will be 
ahead; 


somewhat tempered in past months, 
will full 
through the remainder of the year. 


“Boom” Ahead? Forecasts of 
business activity made during the 
show—forecasts for the last half 
of 1960 and through the first half 
of 1961 
stature. 


now unleash in force 


are close to being of boom 
There full 
now of a  620-million-pair 
year than 2 
the record 632 million of last year) 
for 1960—and with steam enough 
behind the sales outlook to sustain 
strong business well into 1961. 
One healthy sign out of the 
Leather Show is the relative stabil- 


seems assur- 
ance 


(less per cent below 





Coming July 15 
NSMA’s annual Merchandising 
Clinie, which attracted 185 shoemen 
to New York June 21-22, will be re- 
ported in a feature article and pic- 
tures in the July 15 RECORDER. 
The RECORDER also will publish 
the full text of FTC General Counsel 
Daniel J. McCauley, Jr.'s talk on 
“How Can a Shoe Manufacturer 
Comply with FTC Regulations Af- 
fecting His Industry?” 


ity of leather prices. Prices are re- 
ported “firm” but with little chance 
of either rising or falling off. This 
lends fair assurance of equal stabil- 
ity of shoe prices in the months 
ahead. 


Women’s Leathers: 
Top Interest Is in Color 


TANNERS of leathers 
making more kinds of leathers for 
next spring and summer, and their 
stylists viewing colors with fresh 
and appraising eyes—these are ma- 


women’s 


jor factors in the new lines seen at 
the Tanners’ Council of America 
showing. 

In types of leathers there was a 
continuing strong trend to weights 
for unlined These ranged 
from soft, plump glovey leathers to 
the finer, thinner skins—in other 
words, leathers for unlined casual 
and sport shoes and leathers for un- 
lined tailored and dressy types. 


shoes. 


Fine Grains Important—In tan- 
nages and finishes, fine grains — 
plated, shrunken, boarded—showed 
growing importance in all types of 
skins. These were often lustered as 
well; sometimes highly polished. 
The feeling for textured effects in- 
cluded perforated leathers, some in 
attractive designs. The interest in 
lusters promised another very good 
season. 

Waxy finishes will be an impor- 
tant part of the spring 1961 picture. 
Smooth leathers and anilines have 
the position of classics. There will 
be continued demand for brushed 
including pigskin. Ani- 
line-dyed lining leathers also 
added makers 
leathers. 

A white patent, said to retain its 
true new. A wide 
range of colors is being offered in 
patent leathers. 


leathers, 
are 
of these 


being by 


white color, is 


Color Is News—lInteresting and 
diverse as are the tannages and fin- 
(CONTINUED ON NEXT PAGE) 
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Leather Show: Spring Trends 


(CONTINUED FROM PREVIOUS PAGE) 
ishes for women’s shoes, color is 
the biggest Here, leather 
stylists have emphasized whitened 
and toned color neutrals, pastels 
and brilliant shocking colors. These 
are in addition to black, white, 
brown, darker blues and red. Wedg- 
wood blue and bone can 
counted among these classics. 

The word “whitened” to describe 
the new neutrals is well chosen. 
There is a clear clean look about 
these off-whites, beiges and grays. 


story. 


also be 


Toned Neutrals—The toned color 
neutrals showed a green influenced 
by gray or yellow, a greened gray, a 
rose-tinted taupe, some very grayed 
blues: all soft, interesting, not col- 
orless tones. 

The influence of taupe is 
felt in a number of the true neu- 
trals. The thing that is noteworthy 
is that there are no longer off-beat 
and no-color tones. The colors are 
much clearer and much more easy 
to understand and coordinate. 

In the pale pastels, the “foam” 
colors, pink has been coming up 
even ahead of the long-time favor- 
ite, blue. Blue is probably second, 
then yellow and then, for promo- 
tion and growing strength, the lilac 
and mauve tones. 


also 


Two-Tone Effects—The brilliant 
shocking colors—pink, turquoise, 
Chinese blue, lively green — have 
been dyed to tone in with the paler 
for beautiful two-tone or 
even composé effects. (This term 
has defined by the Tanners’ 
Council as a new name for ombré. 


colors 
been 


Some tanners, however, consider a 
wider interpretation: an ombré with 
the addition of a contrasting shock 
color.) 

We should say something about 
red. A number of the leather styl- 
ists decided that it is time for a 
new red and have added a red with 
more yellow in it. In lines 
thig can well be called a lacquer 
red. For sport and tailored types 
of shoes, the chamois, camel, rus- 
set and henna shades will have 
strong appeal. 

All the middle browns are liked 


some 


for such shoes. Black is of course 
perennial favorite for all types. 


By ELEANOR M. RUTTY 


Men’s Lines: Trend 
Is Still to Flexibility 


FASHION forecasters’ indicate 
that the trend to flexible leathers 
in men’s shoes will continue into 
spring and summer 1961, but the 
color emphasis is expected to swing 
from the deeper brown tones to 
lighter browns with a look of mas- 
culinity and fashion too. 

Leathers on display at the 
Leather Show showed the move 
was being made to neutral browns 
suitable for town or casual styling. 
Included in the promotional shades 
were the variations of tan which 
would stand well and 
lend themselves well to staining 
The medium browns will continue 
strong and at the other end of the 
scale will be the highly promo- 
tional dark olive-black leathers. 

However, along with interest in 
the variations of brown the dominat- 
ing color in the men’s industry will 
continue to be black. It’s 
popular color for both dress 
casual styles. 


alone also 


an ever 


and 


Maverick Carries Over—Maver- 
ick, a color that is slightly deeper 
than a medium brown, was shown 
and was getting good responses 
from the manufacturers as one 
shade that would carry over to the 
new season. 

The bronze-brown tones 
selected to be good for moccasin 
and slipon shoes. These look well 
with the olive-toned apparel. One 
of the current favorites is the 
blackened-brown leather. This color 
lends itself to a variety of patterns 
and will still be strongly in the 
spring and summer picture. 


Shrunken Grains Liked — The 
most popular grains appear to be 
the shrunken grains that give an 
interesting pattern to the quarter 
and stretch out to a smooth sur- 
face where pulled across the vamp. 

By CHUCK HOSSACK 


were 


U.S. Shoe Sets Sales 
Record for Six Months 


CINCINNATI, 0.--United States 
Shoe Corporation, together with its 
subsidiaries, reported the highest 
sales in its history for the six months 
ended May 31. In spite of this, net 
earnings were down 5 per cent. 

The six-month total 
$27,198,375, up 4 per cent over the 
$26,097,528 for the comparable pe- 
riod of 1959. Net income amounted 
to $1,542,466 compared with $1,626,- 
773 last year. Earnings share 
equaled $1.36 against $1.45. 

The company’s statement said the 
slight 
part due to a further expansion into 
the fashion field in all divisions of 
the company requiring abnormal 
purchases of new lasts and dies, and 
in part due to the opening and equip- 
ping of a major new shoe factory in 


sales was 


per 


decrease ip profits “was in 


Osgood, Ind.” 

Officials of U. S. Shoe 
in each of the firm’s three divisions 
for early fall insure full production 
for that period. In April of this year, 
the company produced its 100 mil- 
lionth pair of Red Cross shoes. 


said sales 


Walter H. Heaton Retires 
As Beckwith-Arden VP 
WATERTOWN, MASS. Walter 
H. Heaton vice- 
president 


retires July 1 as 
sales manager of 
Beckwith - Arden, 
Inc., box toe mak- 
ers, after 34 years 
with Beckwith. 
He will remain ac- 
tive, however, as a 


the 


and 


consultant to 
company. 

Mr. Heaton, who 
is 7, is 
recognized as one 
of the top authori- 

WALTER H. HEATON ties on box toes in 
the industry. He is known 
one of the earliest exponents of the 
solvent activated box toe system. 
Mr. Heaton started in 1906 with 
the Rayshine Company, Franklin, 
Mass., forerunner of a company that 
was eventually taken over by Beck- 
with Manufacturing Company and 
merged with it in 1956 to form 
3eckwith-Arden, Inc. 


widely 


too as 
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Japanese Riots Have Affected Import 
Trade Little, U. S. Organization Says 

NEW YORK—The anti-American rioting which 
forced cancellation of President Eisenhower’s visit 
to Japan has not seriously affected U. S.-Japanese 
footwear trade, according to the Association of 
American Shoe Importers, Inc. 

Albert Zerkowitz, president of the association, 
said June 23, “There have been no appreciable can- 
cellations of imported Japanese goods in the foot- 
wear field in the last few days, and those few can- 
cellations which were received were withdrawn 
after mature deliberation by the wholesalers and 
retailers involved.” 

Meanwhile one footwear importer, International 
Seaway Trading Corporation, Cleveland, made pub- 
lic the text of a cable from the director of Nippon 
Rubber Company, Tokyo, a supplier, expressing 
“sorrow” over cancellation of the goodwill visit. 

“We believe our return to political normalcy will 
be soon,” the message promised, “and that the 
Americo-Japanese relationship will be tightened 
after this ‘June shower’.” 


Independent Shoemen Will Organize 
Committee to Explore Group Buying 

NEW YORK-—Some 40 retailer and manufac- 
turer members of the New York region of Indepen- 
dent Shoemen agreed here to form a committee to 
study group buying as practiced by the “voluntary 
chain” type of operation. 

Frank T. Underhill, executive director, said the 
committee, not yet named, will be asked to deter- 
mine the “real needs” of the independent merchant 
rather than his “imagined needs.” 

The regional group agreed also to study ways of 
strengthening the ties between the independent 
retailer and the independent manufacturer. 

Also discussed was the shoe import situation, but 
no definite stand was taken. Rather than adopt 
what might be a “watered-down” policy now, Mr. 
Underhill said, the group chose to postpone action 
until it can take a stand that “will benefit the whole 
industry rather than just certain segments.” 

I. S. members favored closer cooperation with 
other small-business organizations. 


NSRA Men’s Committee Meets July 14 
To Survey Spring-Summer Outlook 

NEW YORK—The National Shoe Retailers Asso- 
ciation’s 46-member Men's Shoe Style Committee 
will meet at the Plaza Hotel, New York, July 14 at 
9 a.m. to pinpoint the footwear fashion picture for 
spring and summer 1961. Clyde S. Rine, vice-presi- 
dent of the Palm Beach Company, will review ap- 
parel, fabric and color trends in both suitings and 
sportswear. 
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International Shoe Sets Ist-Half Sales 
Record, Eyes $300 Million for Year 


NEW YORK—International Shoe Company’s sales 
rose to a record level of $147,664,000 in the six 
months ended April 30, President Henry H. Rand 
told a press conference here. Although the total 
was short of the $150 million the company had 
earlier predicted, it was more than 10 per cent 
above the $134,015,282 sales figure for the first half 
of fiscal 1959. 

ISCO’s earnings equaled $1.41 per share, up 
nearly 22 per cent over the $1.16-per-share of a 
year ago. Mr. Rand said there was little doubt the 
company would set a new annual sales record of 
$300 million. 


Atlanta Showing Set for Same Week 
As NSF; New Site Is Under Study 


ATLANTA—Dates of the Southeastern Shoe 
Travelers’ spring showing will coincide with those 
of the National Shoe Fair in Chicago. The Atlanta 
event has been scheduled for October 23-26, two 
weeks earlier than in former years, to avoid con- 
flict with the national election and with a major 
football game (Tennessee-Georgia Tech) in the 
Georgia capital. 

Mrs. Ruth Whatley, secretary of the Travelers, 
said the show will be held as usual in the Henry 
Grady, Dinkler Plaza, Piedmont, and Peachtree on 
Peachtree Hotels. But at their annual membership 
meeting during the shoe showing, the travelers will 
discuss moving future shows into the huge Mer- 
chandise Mart now being built in downtown At- 
lanta. 

The move has been under consideration ever 
since it was announced the mart would be built, 
but definite decision was delayed until members 
could learn what facilities would be available there. 
Before final action is taken, all members will have 
to be polled by mail, Mrs. Whatley said. 


May Chain Sales on a Level with 1959; 
Volume Is Up 11% for First 5 Months 

SHOE chain store sales in May ran almost equal 
to the same month last year. Composite volume of 
six major chains reached $40,409,000 for the month, 
a gain of less than 1 per cent over a year ago. 
Melville registered the only significant increase for 
the month: 6.3 per cent. Butler, on the other hand, 
was down 10.7 per cent. 

For the first five months of this year, the same 
six chains showed an 11.4 per cent increase in sales 
volume. 

In May the six groups were operating a total of 
2565 units, according to a compilation by the Tan- 
ners’ Council of America. This is 6.2 per cent more 
stores than in May 1959. 
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Traffie Builds Up as Allied Show Progresses 


More than 1000 new items for 
spring were on display at the 
{llied Shoe Products Show. Ex- 
hibitors noted increasing traffic 
as the week went by. 


NEW YORK—A slowly acceler- 
ating traffic pattern developed dur- 
ing the four days of the semi-an- 
nual Allied Shoe Products Show. 
By the final day, June 23, traffic in 
the Sheraton-Atlantic Hotel was 
at a peak. 

The show's exhibitors, who rep- 
resent the nation’s leading shoe 
supply firms, exhibited more than 
1000 new supply items for the 
spring 1961 season. 

The allied shoe products indus- 
try, exclusive of leather, accounts 
for some $400 million in sales an- 
nually. Realizing that an esti- 
mated half of all retail shoe sales 
today are motivated by fashion de- 
mands, as against basic utility 
and replacement needs, the shoe 
industry is broadening its base of 
fashion appeals with new and ex- 
panding types of footwear and 
style treatments. 


Peak Season Seen—The majority 
of the 200 exhibitors indicated 
that manufacturers and _ buyers 
came to their exhibit rooms look- 
ing for new and fresh style ideas 
to put into their lines for next sea- 
son; and reactions were very fa- 
vorable. Advance sampling was 
considerable, and there was clear 
evidence that the shoe industry ex- 
pects to move into the spring sea- 
son with peak production. 

“This has been a good show for 
the allied trades group,” reported 
Clarence R. Heyde, executive di- 
rector of the show. “Both buyers 
and sellers have benefited from 
our earlier timing—this is shown 
by the unusual number of new 
styles, products and services pre- 
sented here.” 

Mr. Heyde said buyers were tak- 
ing advantage of the extra “lead 
time” and “will now be in an ex- 
cellent position to prepare their 
next lines and get them 
into sooner. This is 


season’s 


the market 


20 


proving to be a distinct advantage 
to manufacturers, retailers and 
consumers as well.” 


Variety of Developments—There 
was plenty to interest manufactur- 
ers of all types of shoes at the Al- 
lied Show: new developments in 
sole materials, in heels, 
counters and upper materials. In 


insoles, 





Allied Show Will Return 
To the ‘Working Weekend’ 

NEW YORK—The Allied Shoe 
Products Show is returning to the 
“working weekend” principle for 
future showings. At its semi-an- 
nual meeting during the recent 
show, the show's Advisory Com- 
mittee voted unanimously to give 
up weekday timing in favor of an 
over-the-weekend policy. 

The next show will open offi- 
cially on Sunday, December 11, 
and continue through Tuesday, De- 
cember 13. Exhibits will be set up 
December 9 and 10. This conforms 
to a new pattern established for 
the Shoe Resources Market Week 
in New York, with the Leather 
Show scheduled to open at the 
Statler Hilton Hotel on Tuesday of 
the same week and continue 
through Wednesday, December 14. 

The Allied Show will return to 
the New York Trade Show Build- 
ing, its customary home, for the 
December event. 





the trend is to make 
them more practical, less liable to 
soil, stain or deteriorate. This is 
especially true of insoles in light 
colors and white, where a fresh 
look that can be retained is desir- 


all of these 


able. 

Foam fillers that give flexibility 
but have spring-back were shown 
in men’s as well as women’s shoes 
In outer soles, a new finer, thinner 
ribbed from a rubber com- 
pany formerly making this 
only in a thick version, opens new 
horizons in the teenage market. 
Another maker of soles for work 
shoes introduced a new oil-resis- 


sole, 


sole 


another firm 
resembling a 
foam 


tant compound. And 
had a new material 
chrome split. A synthetic 
had more comeback than the natu- 
ral. 


Heels—Styling 
heels showed continued 
progress, aiming at all 
Among other developments in 
heels was a rubber compound top- 
lift which had the springiness of 
natural rubber. Stacked plywood 
now two years old—had the look 
of stacked leather but was lighter. 
New 
shown, 


Progress in 
of wedge 


up 


ages. 


counter boards 
for 
ness and less sharp edges. 
The triple needle was the leader 
in lasts. It was shown for all heel 
heights from 12/8 to The 
even more pointed English lasts 
the “Winkle Pickers” 


teenagers shown 


types of 


were developed light- 


oe > 
<6) &. 


chosen by 


but 
given serious consideration at this 


were not 


time 


Fabrics for Many Uses—Many 
new fabrics promised great variety 
in shoes for spring and summer 
1961. There will be materials for 
every kind of shoe from beach to 
There colorful 


peasant-y 


ballroom. are cot- 


tons, coarse materials, 
including the rougher strawcloths 
for And there are 
many finer silks for daytime wear. 

Mesh found in more de- 
signs than ever before, from em- 
broidered to finest veiling. Rather 
delicate designs show imagination 
and will serve to give variety to 
plain closed pumps. Colorful floral 
designs on a plain mesh _back- 
ground looked very fresh in one 
showroom. 


casual shoes. 


will be 


Color Reigns—Color strong 
in all types of materials, especially 
the prints silks and cottons, 
floral designs and stripes. Madras 
plaids in a rayon fabric were very 
attractive for flats. White for dye- 
ing and white as white with many 
kinds of woven designs were out- 
standing. Satin and peau de soie 
were shown plain and pleated, the 
latter offering attractive trimming 
material. 


was 


on 
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Retiring Executive Honored 


Robert A. T. Nelson, vice-president in 
charge of manufacturing for J. F. McEI- 
wain Company, wes honor guest June 
16 ef a@ testimonial dinner given by 
essociotes af Nashua (N. H.) Country 
Cieb on the eve of his retirement. Mr. 
Nelson entered the industry in 1913 
with E. E. Taylor Corporation, joined 
McElwain in 1937, became a director in 
1944 and VP in ‘46. 





Leather Industries Plans 
Campaign for High-Risers 

NEW YORK 
of America’s autumn promotion of 
the “high-riser” look in men’s foot- 
wear fashions is being billed as the 
first industry-wide effort on behalf 
of this new family of shoes. 

Launching the promotion will be 
an LIA full-color ad in the October 
of Esquire headlined “New 
Leather High-Lights.” The ad will 
illustrate a half-dozen styles show- 
ing the higher front, longer tongue, 
higher-riding topline, higher heel 
and more pointed toe. Coordinated 
with the LIA advertisement will be 
ads for many national brands. 

Esquire will support the campaign 
editorially with a feature layout in 
its November Also backing 
the promotion will be a barrage of 
publicity through 
magazines, TV and radio—pre-sell- 
ing consumers on the new styles. 

In addition LIA is designing a 
merchandising kit which will include 
a preprint of the Esquire ad, a win- 
dow streamer, display cards, tent- 
folds, suggested window displays, 
and advertising and publicity mate- 
rial for use in local papers. 

The kits will the brand 
names of participating producers. 


Leather Industries 


issue 


issue. 


newspapers, 


carry 
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‘Reconstituted Leather’ Project Advances: 


USMC, Armour Link Research 


United Shoe Machinery Corp. and 
will work 
together to perfect the much dis- 


Armour Leather Co. 


cussed “reconstituted leather.” 
Who will eventually make and 
market it, announced. 


was not 


Shoe 


3oston 


BOSTON—United Machin- 
ery Corporation in and the 
Armour Leather Company in Chi- 
cago have pooled their research 
facilities and henceforth will work 
together on the development of the 
already widely publicized “reconsti- 
tuted leather.” 

Announcement of the plan was 
made simultaneously in Boston and 
Chicago on June 20. 

Unanswered at a 
ence held here by United Shoe were 
whom and 


press confer- 
questions as by 

this will made 
when the has 
fected; who will market it and ap- 


such 


where leather be 


product been per- 
when, and where fur- 


will be 


proximately 


ther research carried on 


First Things First It 
stressed by Robert M. Bigelow, vice 
president in charge of research for 
United Shoe, that the first job “is to 
get a successful product” before de- 
ciding on manufacturing and mar- 
keting policies. 

A prepared statement by 
Bigelow followed 
nouncement made 
ago by Armour and published in 
the May 15 issue of BooT AND SHor 
RECORDER. 

“The product which 
made in the laboratory,” this state- 
ment said, “is derived from cattle 
hides and it has the qualities of 
leather made by ordinary tanning 
methods. The new process involves 
converting collagen, which consti- 
tutes 85 per cent of the hide protein 
solids, to a solution and then pro- 


was 


Mr. 
closely an an 


several weeks 


has been 


ducing a continuous sheet of any 
desired shape or thickness from a 
combination of the 
hide fibers.” 


solution and 


Plan Range of Leathers 
“Through further research,” the 
statement added, “‘the two companies 


expect to develop a wide range of 
leathers for the shoe and other in- 
dustries. It may even be possible to 
mold the material for shoes, hand- 
bags, luggage and other uses.” 
Qualities to be imparted to this 
new product, the companies 
will be those characteristic of pres- 
ent-day leather—comfort, permea- 
bility, pliability and elasticity. It 
can be embossed with any grain and 
dyed in any color. It will have an 
advantage over conventional leather 
because of the uniformity in size 
and thickness of the sheets, and the 
tanning process can be speeded up. 


say, 


and 
ex- 


Exchange of Data—Armour 
United Shoe said they have 
changed research data which both 
have been accumulating for some 
time. 

“Plans for construction of a pilot 
plant are being made and work is 
under way on specific processes for 
commercial production. Personnel 
to direct the joint venture, called 
the Armour-United Collagen Proj- 
ect, being drawn from both 
companies.” 

Mr. Bigelow will represent United 
and Dr. Robert M. Lollar, technical 
director of Armour Leather, will 
represent Armour under the direc- 
tion of C. L. Heselton, vice-president 
of Armour and Company, of which 
Armour Leather is a division. Dr. 
John H. Highberger will be United’s 
technical director for the program 
and Dr. Arthur Veis will the 
Armour technical director. 

3usiness manager of the joint 
venture will be William W. Prich- 

director of research 
Beverly, Mass., labo- 


are 


be 


ard, assistant 
at United’s 
ratories. 


Du Pont Fills Sales Post 
WILMINGTON, DEL. — Charles 
A. Lynch has been appointed man- 
ager for footwear and accessories 
material sales in the Du Pont Com- 
pany’s Fabrics and Finishes depart- 
ment, according to an announcement 
by W. E. Kreuer, director of sales. 
Mr. Lynch joined Du Pont in 1950. 
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Senate Hearing Improves Chances for Relief: 


Legislation Curbing Imports Is 1961 Possibility 


Shoe industry spokesmen joined 
producers in other fields in pro- 
testing to a Senate subcommittee 
about growing imports. Their ac- 
tion may help bring congres- 
sional action next year. 


By GEORGE H. BAKER 


WASHINGTON, D. C.—A new 
law to slow down shoe imports may 
be in the offing. 

There is virtually no chance that 
any restriction on imports can be 
written into law in the few days re- 
maining in this year’s session of the 
Congress. But a _ well-documented 
case for relief, presented by manu- 
facturers of leather and rubber 
footwear, is a source of grave con- 
cern among congressmen of both 
parties. As a result, the Congress 
next year will be more favorably 
disposed than in many years to 
enact protection in some form for 
domestic manufacturers of leather 
and rubber footwear. 


Industry Presents Protest — The 
case for relief was advanced con- 
siderably here on June 16 when 
four spokesmen for the footwear 
industry joined manufacturers in 
other lines to protest the growing 
squeeze from imports now being 
experienced by many firms. 

A Senate small business subcom- 
mittee, headed by Senator Jennings 
Randolph (Dem., W. Va.), received 
evidence of fast-growing import 
competition. The subcommittee 
heard from A. W. Berkowitz of the 
Sengo Shoe Manufacturing Com- 
pany, Portland, Me., who is chair- 
man of the Imports Committee of 
the National Shoe Manufacturers 
Association; Iver M. Olson, director 
of marketing and research, NSMA: 
Maxwell Field, executive vice-presi- 
dent, New England Shoe and Leath- 
er Association, and C. P. McFadden, 
chairman, Rubber Footwear divi- 
sion, Rubber Manufacturers Asso- 
ciation. 


Need Seen for Control—The like- 
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lihood that next Congress 
will necessarily have to come to 
grips with the import problem was 
raised at the hearing by Senator 
Russell B. Long (Dem., La.). He 
told the four shoe executives that 
the nation is in serious need of 
some form of control over imports. 
The next Congress will have to face 
up to the problem, he stated, and a 
major rewriting of the existing 
U. S. foreign trade program may 
well result. 

Senator Long pointed out that our 
continuing spread between exports 
and imports (exports are still de- 
clining in many lines and have only 
leveled off, at best, in others; im- 
ports are continuing to increase) is 
causing serious damage to U. S. 
gold reserves. 


year’s 


Gold Reserves Shrink—“We 
now running dangerously low on 
gold reserves,” Mr. Long warned. 
Reserves are shrinking month by 
month, he said, because the nation 
is buying far more goods abroad 
than it is exporting. The resulting 
demands for gold by foreign areas 
have diminished our stockpiles con- 
siderably. When these reserves 
dwindle to the danger point, then 
the Congress and the White House 
will necessarily have to act to cor- 
rect the excess of imports over 
exports. 

Mr. Long believes this corrective 
action will have to take place next 
that it cannot be post- 


are 


year, and 


poned. 


Use “Escape Clause”? — Harold 
Putnam, Republican counsel on the 
staff of the Senate Smal! Business 
Committee, asked the shoe execu- 
tives at the hearing why they did 
not ask the U.S. Tariff Commission 
for relief under the so-called ‘“‘es- 
cape clause” of the foreign trade 
law. 

“We are not optimistic about that 
approach,” Mr. Olson replied. The 
Tariff Commission, he said, has 
shown in recent decisions that it is 
not sympathetic to the plight of 


domestic manufacturers. 

“Our chance for relief at the Tar- 
iff Commission is not more than one 
in ten,” Mr. Olson told the subcom- 
mittee. 


Manufacturers Divided— Mr. Ber- 
kowitz pointed out that the U. S. 
leather footwear industry is not 
united in opposing imports. He said 
his firm and many other small firms 
are being hurt badly. But the big 
manufacturers “are not with us,” he 
stated. Because some of the larger 
firms are in the import 
themselves, he said, they lack the 
incentive to ask the Tariff Commis- 
sion for relief 

“The larger has 
ways and means for survival. We 
do not,” Mr. Berkowitz declared 
“And I agree the attitude of the 
Tariff Commission is that you can’t 
get relief until you show blood.” 

Mr. 
to illustrate the enormous gains in 
page 


business 


manufacturer 


Jerkowitz presented a table 


imports in recent years (see 


23). 


Growth Prospect Cited—“Let us 
take the lowest increase indicated 
the 66 per cent increase for leather 
footwear during the first four 
months over a year ago,” Mr. Ber- 
kowitz suggested. 

“If imports should grow at this 
annual rate for five years, they 
would amount in 1965 to over 300 
million pairs, or over 40 per cent 
of the estimated market of 685 mil- 
lion pairs. For the leather industry, 
then, imports would take over about 
a third of the total U. S. market.” 

Low foreign wages are chiefly to 
blame, Mr. Berkowitz “As a 
result of the differential in 
wage structures between the U. S., 
Japan and other more 
and more foreign-made shoes will 
enter the American market,” he pre- 
dicted. “This will mean a gradual 
loss of jobs in the U. S. shoe indus- 
try unless steps are taken to reduce 
this flood to a more orderly basis. 


“We 


said. 


wide 


countries, 


Urges Voluntary Quotas — 
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want a live-and-let-live policy which 
permits the small firm in our indus- 
try to survive,” Mr. Berkowitz said. 
“This relief, we believe, can be ob- 
tained through a program of volun- 
tary quotas, quotas which the Con- 
gress would ask the State Depart- 
ment to establish with such main 
sources of imports as Japan, Hong 
Kong and Italy, where labor costs 
and conditions are far below the 
standards set in our country.” 

Mr. Field pointed out that im- 
ports in the first quarter of this 
year are up 165 per cent over the 
first quarter of 1959. He added: 

“In the rubber footwear industry, 
imports during the first quarter to- 
taled 30,790,000 pairs. For the first 
time in the history of this great in- 
dustry, imports actually exceeded 
domestic production—by 9 per cent. 

“Rubber imports for the entire 
year of 1955 amounted to 1,085,651 
We are currently importing 
twice as many pairs of rubber foot- 
wear every single week as we im- 
ported during the entire year 1955! 
And the rate of increase is continu- 
ing to grow rapidly!” he declared. 


pairs. 


“Any prolonged delay in securing 
this sorely-needed relief will only 
result in additional bankruptcies, 
as companies who cannot compete 
liquidate their businesses, and in 
substantial unemployment as new 
job openings disappear in our in- 
dustry,” Mr. Field concluded. 


Lack of Statistics—Mr. McFad- 
den told the committee the immedi- 
ate problem of rubber footwear pro- 
ducers is the lack of import statis- 
As matters stand now, there 
are no detailed breakdowns on im- 
ports of rubber footwear. 

The 3ureau has 
asked whether it can make such a 
study and what it would cost, he 
But in mid-June the Census 
Bureau had not presented any an- 
swers to this problem. 


tics. 


Census been 


said. 


Mr. McFadden also presented the 
subcommittee with a collection of 
data originally released on May 17 
by W. E. Brimer, president of the 
Tyer Rubber Company, Andover, 
Mass. These data reveal that im- 
ports of rubber footwear this year 
are likely to total 121.5 million 
pairs. On the basis of an annual 
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Imports of Leather Footwear 


1964 

Pairs 
1,323 ,000 
824,000 
395 , 000 
408 ,000 
5,647,000 


Value 

3476 ,000 
$3,706,000 
$1,125,000 

$192 ,000 
$10,344,000 


Japan 

United Kingdom 

Italy 

Hong Kong 
TOTAL 


oource 


production of 5500 pairs per work- 
er, such imports will replace 22,000 
full-year jobs in the U. S. this year, 
Mr. Brimer’s data indicate. 


The Importers’ Side — Al Zerko- 
witz, president of the Association of 


Per Cent Gain 
Pairs Value 
571.3 778.0 
153.3 162.8 
1253 6 1558.9 
369 U0 
294.5 


1959 
Value 
$4, 151,000 
$9 ,739 ,000 
$18,659 
$1,184,000 
$44,414,000 


Pairs 
8, S54, 000 
2,085 , 000 
5,352 ,000 
1,914,000 
22,278,000 


518.2 


329.4 


A. W. Berkowitz, representing NSMA at Senate subcommittee hearing 


American Shoe Importers, Inc., pre- 
sented the importers’ case to the 
Senate subcommittee in a strongly 
worded telegram. He did not tes- 
tify in person. The telegram was 
made a part of the transcript of 
the hearings. 


A Sign That Tokyo Will Act if Necessary: 
Japanese Quotas ‘Lenient’ but Significant 


NEW YORK—Japan’s action in 
setting export on certain 
rubber and part-rubber footwear 
going to Canada and the U. S. was 
viewed by the National Shoe Manu- 
facturers E sign 


quotas 


Association as “a 
that the Japanese government will 
take action if they are convinced 
the situation warrants it.” 

The association pointed out, how- 
ever, in a bulletin to members, that 
“the quantities are completely un- 
satisfactory and leather shoes are 
not included.” So far as the U.S. is 
concerned, quotas were set only for 
shipments of Japan-style sandals. 


Mum’s the Word — The quotas 
were established with surprising 
suddenness, and efforts to explore 
their implications proved fruitless 
in Washington. At the Japanese 
Embassy, officials refused to discuss 
the matter. The U. S. State and 
Commerce Departments could shed 
no new light on the quotas. If the 
text of the Japanese Ministry of 
International Trade and Industry’s 
announcement was available here, 
it was staying a secret. 

NSMA, however, saw Japan’s ac- 
tion as “an indication that the quota 
approach of NSMA is, in the long 
run, realistic and practical.” The 
association has urged a program of 
voluntary quotas. 


Japan Quotas Listed — Although 
there was some confusion over the 
figures, the Japanese export quota 
for sandals moving to the U. S. and 


Canada was put at 63.8 million 
pairs for the period from June 6, 
1960, to April 20, 1961. According 
to NSMA, about 68 million of these 
came into this country alone in 
1959. 

Other quotas—applying to Can- 
ada only—were announced as 1.8 
million pairs of wholly rubber foot- 
wear and another 1.8 million pairs 
of rubber-soled canvas-upper shoes 
for the period June 6 to December 
31, 1960. These figures reportedly 
are just slightly larger than total 
exports to Canada for all of 1959. 

“While such lenient quotas will 
cause little satisfaction to the af- 
fected trades in both countries,” 
NSMA said, “the psychological ef- 
fect of this move will be important. 
It indicates that the Japanese gov- 
ernment is aware of the mounting 
protests against imports of these 
products and that it will take volun- 
tary action in the right direction 
when necessary.” 


Shoeboard Dumping Denied 

WASHINGTON, D. C.—Canadian 
manufacturers of shoeboard are not 
dumping their products in the U.S., 
nor are they likely to, the Treasury 
has ruled. The Treasury had been 
asked to investigate complaints that 
Canadian shoeboard was being sold 
in this country at less than fair 
value. Imports of shoeboard from 
Canada were valued at $323,000 
in 1959. 
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Use Fashion to Build Volume 


NSRA President Louis Liebson 
told the Early Bird Breakfast 
that the industry must inspire 
consumers to want to buy more 


shoes, primarily via fashion. 


NEW YORK “We won't sell 
more pairs of shoes until we make 
it necessary for our customers to 
want to buy more. And the pri- 
mary accomplish this is 
through fashion stimulation.” 

This was the challenge presented 
by Louis Liebson, president of the 
National Shoe 
tion, before an overflow audience 
at the Early Bird Breakfast here. 
The breakfast, a feature of the 
Shoe Resources Market Week, is 
sponsored by the National Shoe 
Manufacturers Association and the 
Tanners’ Council of America. The 
presidents of those two groups, to- 
gether with Mr. Liebson, explored 
shoemen’s and tanners’ aspirations 
and prospects. Generally they spoke 
with optimism, as did Economist 
Martin Gainsbrugh in predicting 
greater business activity in the 
U. S. in the half of 1960 
than in the first six months. 


way to 


Retailers Associa- 


second 


Wanted: Reasons to Buy — Mr. 
Liebson, citing a predicted 50 per 
cent rise in apparel sales volume 
by 1965, said the shoe business can- 
not chalk up a similar gain unless 
it provides the consumer with rea- 
sons for buying more shoes 

ially the reason of fashion. 

“Another approach to our goal,” 


espe- 


Mr. Liebson said, “is an improve- 
ment of deliveries.” Also: “Retailers 
must strengthen the policies of es- 
tablished More 
careful attention must be paid to 


retail operations. 


maintaining continuity of lines and 
We must give the 
better fit, 


service.” 


price structure. 


better styles, 


and better 


customer 


better values 


With the 


color 


Fashion Data Handy 
availability of 
fashion 
trade publications and trade asso- 
ciations with their fashion reports, 
fashion research, there 
is no retailer’s 
keeping 


tanners’ and 


consultants and also of 


shows and 
for a 
with a 


reason not 


up new season’s 
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fashions, Mr. Liebson declared. 

Fashion, he suggested, is a likely 
avenue for the industry to follow 
in seeking a 700-million-pair annual 
goal. 

Mr. added: “Our 
business should broken 
into categories and each one treated 


total 
down 


Liebson 
be 


as a separate unit. I’ve stressed the 
We must 
always be open to buy and base this 


need for strong resources, 


buying on sound records.” 


Stern Is Optimistic Joseph S. 
Stern, NSMA president, spoke on 
shoe manufacturing’s 
with optimism tempered with cau- 
tion. He told the breakfast gather- 
ing, “I believe there are sound rea- 
sons that volume prospects for 1960 
and the next decade are excellent.” 
Worldwide uncertainties have no 
serious effect, he pointed out, and 
“furthermore the shoe industry has 
finally created an image in the con- 
sumer’s mind of the true meaning 
of value.” 

But Mr. Stern 
the future will not come as easily 
as 10 ago. “Too many are 
running their shoe factories for a 
good living more than as a profit- 
making enterprise,” he charged. 


Stability in Cattle Market—H. K. 
Dugdale, president of the Tanners’ 
Council, told of trends in cattle mar- 
keting which, he said, “mean that 
we are again moving into an era of 
reassuring market stability such as 


prospects 


said business in 


years 


we saw for a number of years prior 
to 1959.” Tanners, he said, can con- 
‘entrate on 
—making and selling merchandise.” 

Livestock experts expect a slowly 
rising level of cattle marketing this 
year, Mr. Dugdale said, with a 10 


“our one important job 


per cent increase, at most, for all 
of 1960. For 1961 they envision “a 
normal, gain in line with 
population and economic growth.” 


steady 


Peak Industrial Activity—Martin 
Gainsbrugh, chief economist of the 
National Industrial Conference 
Board, reported that total industria] 
activity in the U. S. is at 
time peak. Likewise, employment 
and personal income at new 


highs. 


an all- 


are at 


NSF Theme Signifies 
Optimism for Industry 


NEW YORK In effort to 
spark a 10 per cent increase in at- 
tendance at the 1960 National Shoe 
Fair, members of the Shoe Fair 
Committee have approved a vigor- 
promotional program built 
around the theme “New Selling 
Futures.” 

This year’s Chi- 
cago fair will be a 
four-day event, 
October 23-26. 
Now in its 25th 
year, the Shoe 
Fair is co-spon- 
sored by the Na- 
tional Shoe Manu- 
facturers Associa- 
tion and the 
National Shoe Re- 
tailers Association. 


an 


ous 


LOUIS J. SCHAEFER 
NSF Choirmon 


Louis J. Schaefer, general chair- 
man of the Shoe Fair and 
president of Brown Shoe Company, 
told the committee meeting in New 
York, “The ‘New Selling Futures’ 
theme ideally portrays the optimis- 
tic view of the $4.5 billion shoe in- 
dustry as it looks to the future. In 
the exciting decade ahead, we fore- 
see many significant changes, some 


vice- 


already in proc- 
that prom- 
both to 
strongly stiffen 
shoe business 
competition and 
at the 
time to vastly 
expand the 
portunity 
greater 

“Because of the quickening pace 
of competition and change,” Mr 
Schaefer said, “many of the tradi 
tional patterns of shoe business op- 
eration and selling are altering in 
character and method.” 

Shoe merchants—especially those 
who have ignored the National Shoe 
Fair in the past—no longer can op- 
erate in “geographical semi-isola- 
tion,” the NSF chairman declared. 

Many of the special events of the 
1960 Shoe Fair have been designed 
with the independent retailer in 
mind, a show spokesman said. 

The National Shoe Fair is the 
world’s largest shoe show. It is also 
said to be the world’s largest sample 
room show of any kind. 


NEw 
ess, 


ise 


same 


NATIONAL 
SHOE FAIR 


26 


op- 
for 


sales 


October 23 


Shoe Fair symbol 
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young and gay 
in every way 


A TRIO OF HITS 
ON THE 
VINER LABEL 


swagger 


Tops on the list of favorites 
this season, these new teen 
patterns by Viner! They're 
styled for the young in heart, 
quality crafted, and priced 
for the gal who must watch 
her budget. To see more, 
write for new In-Stock catalog. 


IN-STOCK 
Retail $6.95-$9.95 


VINER BROS., INC. 


BANGOR, MAINE 
Shoe Craftsmen Since 1905 





count on 
kangaroo 


for the 
quality look 
im women’s’ shoes 


Walkrite quality begins with the 
leather — rich, supple, genuine 
Kangaroo. It follows through with 

fine construction details including 
fit-perfection combination lasts. 
Result: Light, comfortable, serviceable 


women's shoes that deliver 
extraordinary value at $5.99 retail. . . 
your strongest insurance for profitable, 


season-to-season business. 

@ ALL SHOES STOCKED IN SIZES 4-10 
B-D-EE-EEE WIDTHS 

@ STEEL SHANKS 

@ AIRFOAM INNERSOLES 

@ ACKOLITE OUTERSOLES 


MORE THAN 50 STYLES IN STOCK to retail profitably at $5.99 


WRITE for In-Stock Catalog and Complete Information 
BARCLAY SHOE CORP. (Division of Orange Shoe Mfg. Co.), Orange, Massachusetts. 





J | ry) 
OLCC of the [rade 


. . They must have 
Reminiscing the other day. 
octogenerarian DAVE KEMPNER, 


who, with his brother, Ike, founded 


Halcyon days. . 


been! 


AKempner’s Shoe Store in Little Rock, 
Ark., sixty-eight years ago, recalled 
some of the changes that have taken 
place since he went into business for 
himself at the age of 13. 

“Then,” says he, “the store stayed 
open from 7:00 A.M. to 9:00 P.M. and 
midnight on Saturdays. We took all 
of our meals in the store. Today, the 


store is open from 9:30 A.M. to 5:30 
P.M. The boys get a half day off each 
week; two weeks paid vacation; and 
it costs $1,280 just to open the store 
every day. 

“Then, a high-priced shoe was $3.50 
and the highest priced shoe we carried 
was $5.00. Now, we carry many of 
the same lines as we did then, but the 
prices sure have changed. 

“One thing that has remained the same 
The store 


has grown and expanded in the inter- 


is our Little Rock location. 


vening years; but the location is the 
same as 68 years ago.” 

Mr. Dave, now president of Kempner’s 
Little Rock and Hot Springs, has hosts 
the 


today’s 


of friends throughout United 
States. Many of 


shoemen across the country started in 


successful 


the shoe business under his tutelage, 
received their basic training at Kemp- 


ner’s. 


KENNETH LORENZ of Wenderothe’s 
Quality Shoe Store in Philadelphia, 
Pa., feels that it’s part of the sales- 
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man’s job to ease the mind of his 
customer as well as his feet. 
says he, 


the customer,” 


“with a chip on the shoulder, some- 


“There is 


what contrary; a little difficult to deal 
with. The chip could have been put 
there by too much high pressure selling 
via the radio, television or newspaper. 
A salesman can aggravate this situa- 
tion. People may have all sorts of 
personal problems weighing heavily on 
their minds when they go into the 
store to be fitted for shoes. Tactless- 
ness, at that time, however slight, can 
be reason enough to put an innocent 
. create the con- 


the 


customer on guard .. 


trariness that fosters negative 
feeling. 

“We are lucky. Our customers are 
pleasant, agreeable and cooperative 
and it is probably due to the fact 
that we try for the proper approach. 
We treat our customers with under- 
standing and consideration. We are 
aware of their moods. We try to con- 
vey the feeling that we are there to 
serve them. And we have found that 
customers generally react favorably. 
“A person is not always in a perfectly 
happy mood when he has to buy a 
pair of shoes. It’s part of the salesman’s 
job to ease the mind as well as fit the 
feet. It’s the mind that buys the shoes.” 


oa 7. ° 


If HARRY A. BASS, president of 
Mannequin Shoes Inc., has his way, 
there will be no excuse for voters in 
the coming Presidential Election to be 
unaware of and unfamiliar with the 
requirements and procedures of our 
American Way of elections. 

As a public service, and a completely 
non-partisan contribution, Mannequin 
is distributing “THE 1960 AMERI- 
CAN VOTER, Presidential Election 
Edition.” This is a thirty-two page 
booklet on elections in our fifty states; 
and it is being sent to a large seg- 
ment of the shoe industry. 

It contains a review of the full details 
of the election, including a complete 
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story of both the Republican and 
Democratic National Conventions, a 
eS 
ocaie vy G 7 
\ vore coe tn ones 


review of voting qualifications, the 
Electoral College and election results 
since 1908. 


“The buyer who orders early, gets the 
best delivery service,” says ELEANOR 
G. WINN, owner of the Elwinn Shoe 
Store in Woonsocket, R. I. “I order 
my shoes at least six months in ad- 
vance of the season. This gives me all 
the leeway I need. I see the new offer- 
ings at the various shows. I know what 
is available and I can see no advantage 
in waiting to place my orders. 
“Actually, by placing my orders so 
early, I know that I get the best ser- 
vice. I get top quality merchandise, 
prompt, scheduled deliveries; and early 
ordering most certainly improves 
manufacturer-retailer relations. 

“It works conversely for those re- 
tailers who hold off placing orders 
until they see definite consumer re- 
action. They get late deliveries; often 
lose sales while waiting for merchan- 
dise that is delayed. And they certain- 
ly don’t foster good trade relations by 
demanding emergency service.” 


JOEL RABIN of Jack Rogers Wedg- 
lings, Miami Florida, says: “Every- 
thing for fall is combinations 

suedes and calfs, suedes and trims; and 
color combinations, We're 
selling few, if any, monotone shoes. 
Also, I’ve noticed in the South and 
Southeast, stores buying and selling 
less suede shoes than ever before. And 
if they're buying suedes for fall, 
they’re doing so only with trims in 


as well. 


other materials.” 





“It has become an almost regular pro- 
cedure, says RAY HEIDEMAN, man- 
ager of the women’s shoe salon at 
River Oaks, 


“Invariably, women come in 


Battelstein’s, Houston, 
Texas. 
and ask for open shoes. They try 
them on. Walk over to the mirror and 
Then they say: 


‘Guess I'd better get another pair of 


look at themselves. 


pumps.” 
“Pumps are preferred, despite the fact 


women think they would 


And, of 


pumps are fashion. They're more flat- 


that many 


shoes. course, 


like open 


tering.” 


“Concentrate on specific categories, 
says JACK PARKER, owner of the 
{von Shoe Store in Milford, Mass. 
“When I took over this store, five years 
ago, | found the former owner had 
staples and sports shoes but no novel- 
ties. Thinking this was too limited, | 
immediately put in a fairly extensive 
line of novelties. 

Women 
asked for novelty types I didn’t have. 
They looked at those I had bought. . . 
and walked out. Even though I adopted 


“My first season was poor. 


the policy of buying much more 
cautiously, waiting to appraise cus- 
tomer reaction to the new numbers, | 
found myself in the red on these cate- 
gories. At the same time, my staples 
built up in volume and profits. 

“After two years of rough going, I 
decided to concentrate on staples and 
sports and leave the novelty business to 
the stores that specialize in that field 
... those who, through constant study 
and concentration, had made it profit- 
able business.” 


“Unlined shoes are gaining in popu- 
larity,” says HERB LEVY, buyer and 
manager of women’s shoes at The 
Smart Shop in Houston, Texas. “But 
we, as retailers, haven’t given them 
enough attention. Interest would cer- 
tainly increase and accelerate if we 
gave the customers the reasons why 
they should buy them and wear them. 
“Emphasize that unlined shoes are a 
‘natural.’ They are soft. They are 
comfortable. They are easy to wear. 
They are styled to reflect the latest 
trends and detailing . Then see 
what happens.” 
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Profile .... 


Ree 


by ESTELLE G. ANDERSON 





STEVEN J. JAY 


TROLL into R. H. Fyfe’s in Detroit any working day and you will find 
Steven J. Jay at his usual stand . . . meeting and greeting customers. 
That's what he enjoys most; and every moment that he can take from 
his administrative duties is spent doing just that. It isn’t any wonder that 
this daily pattern is as much a part of him as breathing. It is bound to be 
. after forty-three years .. . for ever since 1917, when he joined Richard 
Fyfe at the original Fyfe Shoe Store at 101 Woodward Avenue, he has been 
in the hub of activities. 

Before that? Well, he could have been many things. He probably often 
ponders what it would have been like if he had pursued some of the careers 
he began, and then discarded, when he was a youth in his native city of 
Adrian, Michigan. 

He might have been an outstanding food merchant! Actually, he started 
his retailing career as a delivery boy for a retail grocer. Used a horse and 
wagon to make his deliveries. He was proud of this “equipage.” Felt it was 
mighty impressive. And he would go out of his way to clip-clop past Harriet 
Buck’s house, to make certain she would see him. Harriet was the local girl 
he was “sweet” on at the time. One day, the horse just gave up the ghost 
and died right in front of Harriet’s house . . . embarrassing Steve no end. 
That was the end of that episode. 


Then again, he might have been a noted actor. He “hit the road” as a 


thespian in the then-current tear jerkers: “King’s Rivals,” “Jerry, the Tramp,” 


“Over the Hill to the Poor House.” He left the stage after “Over the Hill.” 
Probably felt that it packed too much significance of how it would be for 
him if he followed that career. The theatre did one thing for him, though. 
It was a mutual love of drama that finally won Harriet Buck over. They were 
married in 1904, 

All things considered, his destiny was evidently the shoe industry. His 
shoe career, incidentally, began shortly after the grocery and theatrical phases. 
as a shoe duster in an Adrian shoe store. One day, when the owner was 
out, Steve Jay decided to try his hand at selling a pair of shoes. His boss 
returned in time to catch him fitting a pair of high shoes on an old lady and 


(CONTINUED ON PAGE 44) 


Boot and Shoe Recorder 








The interesting feature of this slim graceful slipon is the elasticized topline 
Similar topline treatments have been widely used by many men’s producers in 
their fall lines. It produces a consistently snug fit, without gaping or slippage, 
because it automatically adjusts to the contour of the foot and ankle. This 
Bentley pattern by Jarman Shoe Company also has the fashionable high tongue 


and tapered toe, close seam moccasin styling, and lightweight construction. 


. KK 


. 





Party Shoes as Varied 


After-five parties range from small gatherings to gala balls. And 
shoe styles are just as diversified. Two pairs to each customer 
should be a minimum for the well-dressed, socially active woman. 


Black suede brightened with T is often said lately that evening 

multicolor rhinestones for shoes sell twelve months of the 

maaey purpose wear. Mackey- year. With the variety of types 

_— and materials available, it is possi- 
ble to proceed on this theory. The 
styles we show here have all been de- 
signed and made for this coming fall 
and winter. But fall could mean Au- 
gust just as easily as October and 
some styles could be promoted equally 
well in May, June and July. Seasons 
count for less and less these days; 
place and occasion for more and 
more. The very bare stripping san- 
dal, the open toe sling pump in viny! 
plastic and the white dyeable bro- 
cade d’Orsay pump we have sketched 
are good examples of every-season 
evening styles. 

A great deal of good taste has 
gone into the designing of this 
year’s after-five styles. The shoes 
are far from dull or conventional 
but they are restrained in their use 
of rich fabrics and glitter. Where 
these materials and treatments are 
used, the design is simple—a plain 
closed pump in black suede or peau 
de soie or a simple gold kid strip- 
ping sandal gives the right back- 
ground for brilliant jewelling. For 
a rich brocade, a very simply trim- 
med d'Orsay or a closed toe sling 
show the same good taste. 

Another example of the good styl- 


- 


Dyeable brocade in d Orsay 
pump, Lancet last, 26/8 heel. 
Customcraft. 


Black peau de soie pump 
with multicolor jeweled heel 
and asymmetric toe design. 
Cangemi Coeds. 





Gold kidskin stripping sandal 
with touches of rhinestone 
for glitter. DeLiso Debs. 
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as a Partys Moods.... 


ing that has gone into these after- 
five fashions is the dramatic black 
suede with extremely pointed toe 
and super size pompom. This is not 
a style for every woman but the wo- 
man who will dress for the shoe— 
quietly and with great chic and 
taste—-is the woman who can wear 
it with distinction. Any other kind 
of woman—one who wants to look 
dramatic from head to foot—will 
overdo the idea and spoil the whole 
effect. The same coordination idea 
applies to the shoe in vinyl plastic 
with gold kid overlays. Too much 
bareness and glitter in the costume 
will cheapen the entire ensemble. 

The great variety in after-five 
shoes — 1961 versions gives you 
the chance to sell two shoes to a 
customer. Why not promote one of 
these styles for “after-five’’ and the 
other for “aften-ten?” Or, if your 
best customers do not need full eve- 
ning dress, you can show them two 
shoes for less formal evening wear; 
a black pump with a touch of glitter 
for one and another pump in a color 
to pick up the color of her jewelry 
or her cocktail - restaurant - dining 
hat, gloves or bag. 

We have a feeling that more imag- 
ination could be used in selling af- 
ter-five styles. The shoes are smart 
and pretty enough to sell themselves 
many times. But there are times 
when you can help that sale or sales 
by the right promotion and an idea 
that attaches it to an attractive cos- 
tume and occasion. 

The time is ripe for active pro- 
motion of occasion shoes. Manufac- 


Period piece pump with ultra 


pointed toe a 
pompom. 


enormous 
Herbert Levine. 


turers have given shoe stores the 
opportunity to make clear-cut dis- 
tinction between casual and real 
sports types, town and country spec- 
tators and tailored town styles, dres- 
sier afternoon and after-five types. 

Still another distinction is in this 
last group, as we have already 
pointed out. Full formal evening 
clothes require the most elegant and 
sumptuous footwear to go with the 
costume. And there is every indica- 
tion that the coming fall and winter 
season will see more emphasis on 
such costumes. 

Materials are rich in  brocades, 
and satins, sequin ornaments, glow- 


ing colors and many long. skirts. 


by ELEANOR M. RUTTY 


These may not give such a display 
of hosiery and shoes as the shorter 
skirts but they have an elegance 
which gives you the opportunity to 
promote and sell the equally beauti- 
ful evening shoes which are on the 
market. 

One of the easiest things that you 
have to do is to persuade your cus- 
tomers to buy these lovely shoes. 
They have everything that women 
desire in style, beauty and a sense 
of distinction. Equally easy should 
be the sale of the other type of eve- 
ning shoe, the quietly styled early 
evening shoe. 


Tapered toe sling pump in 
sumptuous gold-touched bro- 


cade. I. Miller. 


High-riding sling in vinyl 
plastic with gold kidskin 
overlays. Jerro Bros. 











The main floor provides a garden setting for the general line 


Furnishing and 
hlac k 


footwear. 
Naugahyde on 


of women’s 


sunny yellou 


iron 


include 
garden 


decorations 


W oodard 


Shoe Store 
With a Million Dollar Look... 


Ever wonder what a million dol- 
lars looks like? 

The main San Francisco store of 
Sommer & Kaufmann at Number 
One Garden Lane cost a million dol- 
lars to remodel and expand. In 
spite of a address, this is 
the same location at the corner of 
Market and Ellis 
town San Francisco, where the na- 


new 


streets in down- 





tionally known Genesco outlet was 
started in 1894 by two friends, Max 
Sommer Maurice Kaufmann. 
The new Garden Lane, runs 
through from Market to Ellis and 
ffers the convenience of cen- 


and 


street, 


one 


tral entrance to the store, from the 


Lane into the S & K Garden Court 


The I. Miller Salon is furnished 
with Louis XV hand carved chairs, 
caned and cushioned with cerise 
silk damask, Antique mirror pan- 
els with ormolu and crystal ap- 
pliques form the screen to the 
stock room. 


The Women in White department 
shows off uniforms and shoes for 
professional workers. The scheme 
is stark black, white and scarlet. 
A bright red floor and wool felt 
wall make a warm background for 
the white shoes and uniforms. 


multi-branched candelabra by 


chairs, with settees and fitting stools custom made to match. 
There are Woodard oval display 
black Naugahvde, a 


seats in 
Cassella 


tables, built-in 


by KENNETH MACDONALD 


women’s shoe department. 
The Court 
features 


Garden department 
shoes. It 
features a of 


Golden Gate Park, a Terrace Shop 


women's dress 


also curving mural 
for accessories and a miniature fish 
foot of a golden stair 
Miller 


pond at the 
that leads to the new I 


case 


ra 


a 
“ey 
fy 








The children’s department has off-white walls and floors to horses, distortion mirrors, circus clowns and posters. Gold 
contrast with rainbow colors. There are merry-go-round ice-cream chairs are used in the pre-teen section shown here. 


salon on the second floor. the I. Miller Salon is monochrome floor also has one of the country’s 


On the second floor, in addition café au lait. largest collections of casual shoes, 
to the salon for I. Miller shoes and The store’s new “Women in including stvles for teenagers and 
Millerkins, there is a custom Cou- White" shop, for women who wear co-eds. 
turiere shop. The color scheme of uniforms, is on the third floor. This The children’s department on the 

fourth floor has been decorated in a 

The Lion's Den men’s shop uses rich burnt orange Naugahyde chairs and (CONTINUED ON PAGE 47 

similarly colored Shelton Looms’ floor covering, deep walnut woods, dark 

cork display background and a fieldstone wall. 


7 ae tos 
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= 


Se 
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The San Francisco Salon for arch 
support and over-size shoes has a 
Victorian setting with violet, sil- 
ver and soft yellow in the color 
SC heme. 
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Another Quality Product of 


om THE MAKERS OF ONCO and SOLKAF=, 
used in more than 2 billion pairs of shoes, 
comes WUL-TEX! This newest and most re- 
markable insole blends non-woven wool with 
Solka” fibres to give cushioned spring-back 
with controlled flexibility 

Sales move when customers discover the 
delight of all-day buoyant comfort and the 
long-lasting “new shoe look”...and manu- 
facturers are happy with the working and sell- 
ing qualities of WUL-TEX when used on any 
cement soled shoe. 

Jse new WUL-TEXx?, SOLKAF” and ONCO 
with exclusive Solka and watch your sales 
accelerate. 


* Blend of non-woven wool and Solka® fibres 
* Composition of cellulose fibres with reprocessed leather fibres. 


BROWN [ij COMPANY 


General Sales Offices: 150 Causeway St., Boston 14, Mass. 
Mills; Berlin and Gorham, N.H 
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SALES TRAINING SERIES 





Customer T'ypes 


The salesperson often 
family.” 


ivpes 


USTOMERS 


must 


are of many different and 
be handled in a different Dif- 
ferences in personalities and backgrounds must 


be taken into 


each Way. 


consideration. In previous articles we 


have discussed a number of these types and the way 
handled.* The following some 


you will come into contact with frequently. 


they should be are 
others that 
The 
cuss the treatment of the regular customer. 
too many shoe retailers take this customer for granted. 
This is 
Many rejular customers are lost to com- 
this “ownership” thinking. It is 
true that this customer is satisfied with the shoes she 
buys in this does not 
mean that she is not to be treated with respect. 
Rather than assume that your regular customer will 


regular custome? 


It may seem strange to dis- 
However, 


They assume that she will shop nowhere else 
a mistake 
petitors because of 


her regular store. However, 


always buy her shoes from you, you must always con- 
sider the possibility that she will become tired of the 
shoes you offer and will look for a change at the first 


opportunity. She may be satisfied with what she has 


* BOOT AND SHOE RECORDER, Feb. 15, p. 45 Apr. 15, p. 59 
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feels that the regular customer is 
He makes her wait past her turn and takes others in her place. 











“one of the 


by SEYMOUR HELFANT 


Manager, Smaller Stores Division, N.R.M.A. 


been buying but she is also vulnerable to the idea of 
“sameness” and too much “familiarity.” The shoe 
salesperson must use extra caution when waiting on 
this customer so as not to offend her by taking too 
much for granted. Sometimes he thinks that he can 
talk to her as he pleases, sell her any pair of shoes and 
get away with it. 

He often feels that “one of the family” 
will make her wait past her turn and take others in 
her place. He may even leave her abruptly to wait on 
another customer. Many times he overlooks the fact 
that she, too, is sensitive about being mistreated and 


she is and 


has feelings that can be hurt. 

His conversation with her assumes that she has full 
confidence in him and all he has to do is say the word 
and she will buy whatever he suggests. However, there 
usually comes a time when this customer begins to 
wonder about the types of shoes and service available 

(CONTINUED ON PAGE 42) 
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What the Shoe Retailer 


W hat is the impact of imported shoes at the retail level? A nation- 


wide survey of retailers’ opinions reveals that relatively few are 


seriously concerned about the recent rapid increase in imports. 


HOE manufacturers 
with alarm the rapid rise of 
shoe imports and press for 
that offers 
But shoe retailers re- 
main relatively unconcerned. 
During the first quarter of 1960, 
leather shoe imports increased 68 
per cent and, in the first four 
months, domestic production de- 
clined three per cent. It the 
first time in history that rubber 
footwear imports exceeded total 
United States production. 
Shoe manufacturers here 
sider low-end imports, especially 
those from Japanese producers, as 
the major threat to the industry 
and it is this same category about 
which the American shoe retailer 
has little to Indications 
that these shoes are not finding 
their way to the shelves of the 
regular shoe store. They are being 
sold through department 
stores, self-service chains, surplus 


view 


Congressional action 


some relief. 


was 


con- 


say. are 
bargain 


five and dime stores, chain 
food markets and even chain drug 


stores, 


stores. 

retailers expressed 
the increase of 
related this 
crease to a corresponding decrease 
of shoe higher 
but merchan- 


few 


about 


Only a 
concern 
and in- 


these sales 


store sales of 
priced comparable 
dise. 

Most have shut their 
doors to the low-end imports. To 
them the 
Japanese-made mean 


retailers 


shoes, especially 
vinyl shoes, 

and customer dis- 
satisfaction. Many, however, stock 
thong types. These have customer 
acceptance, offer a chance for in- 
creased profit and result in 
complaints. Italian-made shoes are 
the only imports a great many re- 
tailers will consider for their own 
stock. These are in demand, allow 
a better-than-average markup and, 
because of materials and work- 
manship, result in few complaints. 


these 


sales 


one-time 


few 
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Irv Gutstein, J. & M. Family 
Shoe Store, Milwaukee, Wis., has 
mixed reactions to imported shoes. 

help the 
surrounded by 


“Imports dealer 
whose store is 
count and 
chain store competition,” said Mr. 
Gutstein. “But, aside from the low- 
end shoes and the 
footwear, the Japanese offerings 
present no real competition to do- 


can 
dis- 


warehouses low-end 


tennis rubber 


mestic output,” he continued. 

The low-end import leather shoes 
generally lack salable appearance, 
said Mr. Gutstein. He 
items favorably 


said a few 


compare with do- 


mestic numbers. This point is illus- 


trated by a well-accepted line of 


Japanese men’s safety-toe work 


shoes which Gutstein retails at 
around $5 
To date the 


Japanese footwear has shown dis- 


most of low-end 
appointing wearability 

Mr. 
want to 


“If you 


nice, 


Gutstein concluded, 
build 


family 


and retain a 


business, avoid 
They 
identified as 
rack job- 
public’s 


clean shoe 


the 
being 


low-end imports are 
increasingly 
and 


the 


discount warehouse 


bing merchandise in 


eye.” 


IRV GUTSTEIN HERB LEVY 

Herb Levy, women’s shoe buyer 
of The Smart Shop, Houston, Tex., 
said the real key to the import 
problem is new and different look- 
ing shoes. He believes that unless 


the American manufacturers can 
come up with something new in 
the way of construction or design, 
the low-end imports will become 
more firmly established and then 
they can only get better and 
better. 


He 


end 


the low- 


deeply 


feels 


cut 


that he 
have 


said 
imports into 
more shoes 
He 
cially true of imported thongs and 
killed 


cate- 


sales of expensive 


made here said this is espe 


sandals which have almost 
the U. S 
Mr 


big 


shoes in the same 


gory. Levy said styling has 


been a influence and customer 


been great 


Mr 


and 


acceptance has 


“Imports,” continued Levy, 
highly 
profitable.” 
Mr. 
to imports 


1) Shoes 


“are salable highly 


Levy listed three drawbacks 


hands of 


fast 


the 


make a 


get into 


agents who want to 
buck 


2) There is 


if there is 


little satisfaction 
defective merchandise 


3) Deliveries are uncertain 


Albert Girard, vice-president- 
general manager, Modern Shoe 
Stores, Inc., Washington, R. L. op- 
erators of seven family shoe stores, 
said, ‘“‘Low-end imports, sold 
mainly through mill outlets, offer 
tough competition. They take five 
to eight per cent of our low-end 
volume and cut slightly 
expensive lines 


into more 


“They reduce our low-end gross 
profits from 35 per cent to from 28 
to 31 they 
us to cut prices on branded Ameri- 


per cent because force 
can shoes 

“Imports provoke many first time 
like a lot 


few sec- 


sales because they look 
for the money. They 
ond-time sales because they do not 
compare with for 
wear, health, foot comfort and last- 


get 


branded shoes 
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Thinks About Imports.. 


For the retailer 
they do not compare in salability, 
profits or consumer acceptance. 
“We tried imports in the $2.99 
to $4 bracket. We started with a 
35 per cent markup and gradually 
cut prices to move them. We made 
some first-time sales, and few sec- 
ond 


ing construction. 


sales. Customers complained 
construction, tired 
feet, hot foot 
spots and poor breathing qualities. 
Many particularly men, 


dropped the shoes as soon as they 


of poor shoe 


and uncomfortable 


people, 


knew they were imports. Our cus- 


’ 


tomers just did not want them.’ 


ALBERT GIRARD JAMES L. WONDER 

James L. Wonder, Jordan Marsh 
shoe buyer in Miami, Fla., said he 
thinks the “pros” of imported 
shoes outstrip the “cons.” He re- 
ported that imports got “wonder- 
ful acceptance” locally. 


He said that far from killing the 
sales of expensive U. S. shoes, for- 


eign manufacturers waking 
the up 


and forcing them to meet the com- 


are 
American manufacturers 
petition 

Mr. Wonder the 
usually select the imports for looks 
the 
Customers comment 


said customers 


and they find wearability ex- 


the 
im- 


cellent on 


flexibility and comfort of the 

ports. 
Stores buy 

from 


retail 


can imports cheaper 


than shoes American 


facturers 


manu- 
them at the 
price at which they sell the Amer- 
ican-made shoes. In this way they 
up their profits, said Mr. Wonder. 
He said that the Italians 
the U. S. manufacturers a run 


and 


give 


for 
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their money, stylewise, in tailoring 
and in softness. He added that 
Americans offer a better and 
larger color range but cannot du- 
plicate the look of imported 
leather. 


Walter Klick, Klick Shoes, a 
family shoe store in Brentwood 
Square Shopping Center, St. Louis 
County, Mo., said, “Naturally I in- 
vestigated imported footwear. 


“It seems to fall into two groups. 
One group is ‘cheap’ in price and 
look and the other is presentable 
but not too 
established United 


in appearance priced 
far under 
States’ brands. 

“The markup on imports is good 
It's 40 
The grade imports 
fairly and they should 
salable, pricewise. Their durability 
is a big question mark. 

“Weighing all the factors, I de- 
not to the 
number of 


cent. 
look 


be 


between and 50 
better 


good 


per 


cided into 
i: 3 


pairs, 


go imports. 


sell my normal 


gross sales would be re- 
duced $2 roughly 


don't 


about per pair; 
cent. If the imports 
wear, handling them may actually 


20 per 


cost me some long-time customers. 
The that 
the there- 
fore no acceptance has been estab- 
lished 

“Several pairs of imported foot- 
for 
repair. The corrugated sole pairs 
with plastic 
definitely not repairable. 
tomers who bought them for 
think 


again. 


most important thing is 


imports have no brand, 


wear have come through here 


vinyl or uppers are 


The cus- 


$3.98 


will twice before buying 


them 

“The imports are not yet killing 
sales of U. S. shoes. I don’t think 
will. After trying the 
pairs, customers, 


they ever 
Japanese 
cially mothers of young children, 
will be more satisfied with the 
brands they have known and liked 


for 


wind 


espe- 


shoes 
up cementing the 
ship between customers and U. 8. 
brands; strengthening 


years. Imported may 


relation- 


actually 


brand names with the consumer. 

“Where name 
count, overshoes 
wear 


does not 


storm 


brand 
as in and 
imports will probably cut 
into U. S. brand volume. 
all, if it is snowing, the cus- 


deeply 
After 
tomer wants a pair of four-buckle 
arctics and to heck with the brand 
And if he can get imported 
arctics a couple of bucks cheaper, 
he’ll take them. Wouldn’t you?” 


name. 


WALTER KLICK SAM SAUL 


Sam Saul, Fashion Shoes, Griffin, 
Ga., said that in that textile pro- 
ducing town there have been a few 
complaints about shoe imports. 


The textile people, he said, are 


very sensitive about foreign-made 
goods because textiles were the first 
to be affected by cheap goods com- 
ing in from Japan. 

However, Saul says he has been 
few shoes from 
“It’s just 
discretion 


stocking a dress 
Italy and selling them. 
that 
with customers.” 
The customers note the quality, 
the workmanship and the leathers 


we have to use 


some of our 


of imports and they notice the dif- 
ference in sole thickness, stitching 


and trims, he said. 

On sandals and 
chandise the difference is most no- 
ticeable, said Mr. Saul. Customers 
comparing the American-made 
merchandise with the imports, and 


summer mer- 


not having any prejudices, will al- 
mosts always buy the foreigns, he 
added. 
“I'd say that on the better-than- 
average summer merchandise, im- 
(CONTINUED ON PAGE 46) 


37 





or Faster Turnovet.... 


By carefully planning bargain specials ahead to meet the needs of 


your particular trade, you bring more customers into your store, 


speed up your turnover and cut your overhead. 


by JAY B. SNOW 


If a special is picked wisely, it will sell faster and increase your 
total profits, even though the percentage of profit may be lower. 


OR over a year, to supplement my income, I made 
one of the 
After being 


at this awhile. and keeping records of the signs made, | 


banners. showcards, etc.. for 


signs. 
country's largest chain grocery stores. 
began to see a pattern they were following to speed up 
turnover. 
The use of leaders in a store is not new but as time 
went on I could see where the grocery chain had several 
they 


were constantly using as more or less of a 


These 


disers when properly kept in stock and they were just as 


items 


maintained bargain. items were good merchan 


carefully stocked and checked as the more profitable items 
on the shelves next to them. In fact. | heard an assistant 
stor k 


checked one of these special items as carefully as he 


manager get a bawling out because he had not 
should have. 

On mentally reviewing one of the most successful inde- 
pendent shoe operations I ever worked in, I realized we 
had done the very same thing. In each price category and 
line of shoes we had maintained what we used to call a 
a wanted item, something 


“running special.” It was 


38 


made the 
price so attractive it would not be overlooked. We did not 


people needed in the current season, and we 


advertise this item by itself always, but more often along 


with its more profitable cousins. Picking such an item to 
promote in this way cannot be done just by wishing you 


had it. but by careful planning 

It wasn't long before some competitors of ours saw the 
pattern of what we were doing. just as I recognized the 
They 


our ideas, and while imitation is supposed to be the high 


pattern of the grocery operation. began copying 


est form of flattery. it can also be most disconcerting 
However, we quickly learned this was going to continue, 
so we began planning as far ahead as we possibly could. 

When an item either ceased to pull or was duplicated 
by a competitor, we had something new to present fast. 
The better business is, the less often it becomes necessary 
to change these items. as your competitor is doing pretty 
well too, and as long as he is making money he isn’t too 
let the 
sledding get just a little rough and watch him go after 


your ideas. 


much concerned with what or how you do. But 


(CONTINUED ON PAGE 42) 
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# in @ series on the revolutionary new children’s shoe line — “Number 26.” Bernice Fitz-Gibbon has been bringing 
6 gold to them thar tills for over thirty years. Here she shows you how fo elevate your shoe business and your profits. 


Mr. Store President: 


stop kissing the horse 


and start kissing 





Romance is taboo in TV westerns. Which is all right. But 
you ought to start romancing the real leading lady in your 
own store—the children’s shoe deportment. Your whole 
business con ride to glory on the coattails of your chil 
dren's shoe department — if you feature Genesco's revo 
lutionary childron’s shoe line. Children’s shoes sell every 
thing—mame and paopo ond big brother shoes, velvet 
lounging ponts and sofas ond diamond brocelets and 
gourmet foods ond everything else under your roof. Peo 
ple come in offener for children’s shoes than for anything 
else. And you moke more money on a family that comes 
back ond bock and back and back every couple of 
months for new shoes for the children than you do on the 
family that buys o once-in-o-lifetime breakfront or soli 
taire or sofa or mink 


“Number 26’ —the shoe that isn’? like a pillory 
Genesco’s “Number 26” is designed for and measured 
to fit the moving— not the static— foot. All shoes up to 

. now have been designed for the 

foot at rest. And putting chil 

fi dren into immobile conventional 

shoes is like putting them into 

a pillory —the fit is fine, just as long as you don’t move! 
“Number 26” (named that becouse there are 26 moving 
bones in the human foot) came about because a well 
known surgeon and his research team in a great eastern 
university decided it was time somebody found out how 
the foot works in motion. They began by moking an 
exhaustive study of human gait. They measured (because 
to scientists science is measurement) how the foot moves 
—to Ye of a centimeter and to 1/100 of a second. Their 
next step? To design a last that would work with—not 
ogainst —the foot. That was as easy as designing a Rhode 


the leading lady 


island red that lays golden eggs. But they did it—they 
solved the riddle of the moving foot 


| am writing some retoil ods for you to run on ‘Number 
26." These ads will be rememberable. An American par 
ent is exposed to 1581 advertising messages daily. She 
may forget the other 1580 ads, but she won't be likely 
to forget our ad on ‘Number 26." Every ad will sow the 
seed of future sales. Every ad will haunt o mother and 
she'll get no peace of mind till she brings her child in to 
get fitted to “Number 26." We won't nag her. But we'll 
put a little burr under her collar. She will believe— 
and we hope it will be true— that no other store likes her 
children quite as much as your store does, that no other 
store tokes the infinite pains you do to insure the welfare 
of her growing child 


So be noble. The best way to run a store is to cast a cold 
eye on yourself and o warm heart on your customers. If 
you end this year with nothing but money to show for it 
you'll end next year with less money to show for it. It's 
in your own best interests to be dedicated to your young 
customer's feet 


Now this is my last message to you, Mr. Store President 
Don’t drag your feet. Get into your children’s shoe busi 
ness yourself. You remember what Clemenceau said 
about war's being too important to leave to the generals 
Children’s foot health is too important too. Besides, 
plunging into merchandise up to your ear lobes will be 
good for you. Don’t be just an ornamental lug. Get out 
of your ivory tower isolation booth. And plunge into this 
exciting “Number 26” shoe line. It'll do more for your 
store than anything you've stocked in decodes 


Shucks, you can do it. You're smart. Go ahead 


y is ere FGA 


Precision Shoe Company —a division of GIN ESCO Nashville, Tennessee 





LUCKY taking all stens to orotect 


NEW INVENTION 


Kum LDewed 


dees oe 


a | 





) 


NEW 


ALL AROUND SPIKE HEEL PROTECTION 


PROTECTED BY 
ee ilet ice tiled 3 


wy 
FOR THE FIRST TIME | | ROITE 


ALL-AROUND PAT. PEND. 
SPIKE HEEL PROTECTION! MATERIAL uJ 


FULLY MOLDED 


No inserted cups placed or cemented HARDITE ALL AROUND the heel and 
in heels . . . Nothing to come apart. HARDITE protection on the bottom. . 
Now your customers will have thick THE HARDEST PLASTIC HEEL MADE 
gauge HARDITE material protection. ... extra long wearing! 


LUCKY SALES Cco., INC. LOS ANGELES - CHICAGO - NEW YORK 
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Added to our line... 


“CENTER-FOLD 
TWO-FASTENER” 


n Lend. 


ALL- AROUND 
SPIKE HEEL 
PROTECTION! 


LITTLE HIGHER 


® 


“FLORAL” 


all time best selling plastic rainboot 


FAST, FAST DELIVERY! 


Lucky’s many 


shipping points guarantee 
the finest in efficient, ALL RAIN DEARS ARE AVAILABLE IN ALL 


right-now service! SIZES (4 TO 10) AND IN ALL HEEL 
HEIGHTS TO FIT ALL TYPES OF SHOES 


LUCKY SALES CO. inc. LOS ANGELES - CHICAGO - NEW YORK © 
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Customer Types 


(CONTINUED FROM PAGE 35) 

in competitive Her neigh- 
bors have been telling her that the 
store down the has newer, 
better fitting shoes and such cour- 
teous salespeople! A seed has been 
planted in her mind. All it would 
take is a spark of encouragement for 
her to switch to this competitive 
store. 

If the salesperson will approach 
the regular customer with the same 
courtesy, attention and interest that 
he uses for a new customer, he can 
certainly keep her indefinitely—pro- 
vided he carries shoes suitable for 
her purposes. He should only 
show her shoes similar to those she 
has bought but should 
present the latest styles and 
terns. He should take advantage of 
his friendship to her prop- 
erly. She feel 


that she is special, that she is get- 


stores. 


street 


not 
before also 
pat- 


advise 
should be made to 
ting the best possible service. 
3y all means keep repeating the 
customer’s name when you speak to 
her. This makes her feel that you 
are giving her your undivided atten- 
tion. 
Tell 


would tell 


everything that 
a new customer you were 
trying to impress. Show 
ever she wants to 
to sell by short cuts. This custome: 
should the full treatment 
Try to learn as much as you can, 
within this customer 
so that you can continually show in- 


her you 
her what- 


see and don’t try 


receive 


reason, about 
terest and willingness to please. 
The -This cus- 
tomer is not faithful to ANY store. 
She make her purchase wher- 
thinks 


Dargain 


bargain hunter 
will 
she 
bigger 

must be 


getting a 
Nevertheless, 
treated with the same cour- 


ever she is 


she 


tesy and care as any other customer. 

You must go through the routine 
You must 
advantages of buying the 
store. If have 
information at 


of a regular sale. 
all the 


shoes in 


present 
your you 
enough merchandise 
your disposal, you can certainly jus- 
tify the price of You 
can also create additional confidence 
justify any 
exists. 


your shoes. 


in yourself that could 
price differential—if one 

You must show a desire to please 
and answer al] questions asked of 
You 
must not hold back on anything even 
though you feel that you are waiting 


you in a satisfactory manner. 
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on someone who probably won't buy. 
In fact, you must have a stronger 
and more aggressive approach with 
this customer! 

The shopper—The shopper is not 
necessarily a bargain hunter. She 
is not quite ready to make a _ pur- 
chase but she does want to see what 
is being shown. She wants to make 
sure that when she pur- 
chase it will be the right one. You 
must make her feel at home and let 
her look at whatever inter- 
ested in. Let her ask as many ques- 
tions as she feels will help her make 
the right decision. 

You must not feel 
because you do not make an imme- 
diate Your attitude 
that probably 


sale 


makes a 


she is 


disinterested 


must be 
will the 
when the customer is ready to 
buy. This must 
the same attention as who ex- 
pects to make immediate 
It is more than possible that 


sale. 
you make 
customer receive 
one 
an pur- 
chase. 
if she likes you and your shoes she 
will become a regular customer. 
You should supplement the shop- 
per’s questions with your own com- 
ments only for the purpose of show- 
ing that you are interested and want 
to do everything possible to satisfy 
her. You must show how the shoes 
will be exactly what 
for. Of course, you should show only 
shoes that you feel have sales possi- 
bilities. You should not 
necessarily and your sales presenta- 
tion 
out. 


she is looking 


linger un- 


long drawn 


should not be too 
Be 


ao not spend 


anxious to please and yet 
indue time making a 
presentation that will not contribute 
towards a final sale 


Although 


main selling points quickly, it should 


you should get t the 
not be obvious that you are rushing 
this customer. Focus 
the shoes. the 
Be courteous and thorough. 
a good Who 
This customer may become a repeat 
customer. 

The 
on what everybody else 
This ( 
firmly 


attention on 


Cover main points 
Create 


impression. knows? 


wants to try 


in the 


customer who 
store 
istomer must 
be handled with 
how. Only a well informed salesper- 
son can her which 
will do most for her. This customer 
is very distracting. She jump 
from sports 
flats and confuse any 


is looking at 


and know- 


convince shoes 


can 


an evening sandal to 


sales- 


normal 
person. 


The main point, in this case, is 


to get the customer interested in 
what she originally asked for. She 
can waste a great deal of time if 
not handled properly. 

You must try to narrow down the 
selection of shoes that she is inter- 
ested in and concentrate on their 
advantages. all the fine 
points and how the shoes can fit her 
Keep her mind on 
your and don’t let up on the 
discussion. If you do, her eyes will 
wander around the store and break 
her train of thought. When this 
happens it is hard to get her back 


Discuss 


requirements. 


sale 


on the right track. She can become 


confused easily when she sees too 
many different types of shoes. 

Stay with this customer as much 
as possible and keep her occupied 
with the 
she was originally looking for. 
repeating the why 
should buy the she is 
shown. Don't 
any length of time 


tion should be rapid-fire, giving as 


shoes 
Keep 

she 
bei ng 
for 
Your presenta 


conversation about 
reasons 
shoes 
alone 


leave her 


much pertinent information as pos 
sible. But don't State 
the facts simply and keep repeating 
them rapid-fire, so that your points 
will be brought home forcefully. In 
that way you will not encourage any 
from the 


confuse her, 


wandering away shoes at 
hand. 
Don't 
many 
to ask for more 
a “no sale.” 
Firmness of 
effort 


will 


this customer too 


It will 


show 


only cause her 


then 


shoes. 
and result in 
concen 


presentation, 


trated and direct rapid-fire 


convince this custome 


selling 


For Faster Turnover 
CONTINUED FROM 
Keeping a running special always 
things for 
front of 


onstantly 


PAGE 3% 


attractive does two vou. 


It keeps you out in your 
competitor, and by « hav 
ing such a good buy in each 
category, you are always suggesting 
to customers that must 


good through the entire 


price 


your values 
be equally 
stock. 

On presenting 
employers after 
mentioned, the objection was often 


to other 
the 


this idea 


leaving store 
made that the running special would 
eat into the profits of the other 
longer marked up That is 
true, BUT, if that special is picked 
wisely, and sells faster, as it should, 
it will increase the total profits in 

(CONTINUED ON PAGE 44 
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oy IMPORT AND EXPORT AGENCY 


74, 22 Lipca Street P.O.B. 133 
Lodz, Poland Cable: Skorimpex—Lodz 


OFFERING 
HIGHEST QUALITY: 
ALL-RUBBER FOOTWEAR 


® Wellingtons ® Halfboots ® Rubber work-boots 
© Galoshes (for women and children) 
® Snowboots (for women and children) 


TEXTILE-RUBBER FOOTWEAR 


® Tennis shoes ® Basketball shoes ® Volleyball shoes 
® Ballerina sandals for women and children 


Write for Full Information and Samples 
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For Faster Turnover 


(CONTINUED FROM PAGE 42) 
dollars (which are the only dollars 
you can enjoy) even though the per- 
centage of profit may be lower. The 
main point is that by planning along 
these lines you are not offering bar- 
gains on a spasmodic basis, when 
you can pick them up on the whole 
sale market, but rather you are plan- 
ming ahead all the time with specials 
designed to meet the needs of your 
particular trade. 

Instead of meekly accepting condi- 
tions as they are, and business as it 
is, by the process of establishing 
running specials and meeting your 
customers’ needs when they need to 
be met, you will hold up your volume, 
and consequently your profits too. 

In a shoe store in which I worked 
when we used this kind of special, 
we found that the increased sales in 
each price category reduced overhead 
for the shelf space of each of those 
lines of shoes. All this in turn helped 
the future growth of the entire op- 
eration. 

What is the advantage to you as a 
retailer of such “running specials”? 
Chiefly, they will bring customers 
into your store in greater numbers 
to see this special. And—increased 
properly managed, cut down 
your all over indirect expense, which 
is often a much larger percentage of 
the total than you think. 

If big chain groceries can make 
this sort of an idea pay, you as an 
independent shoe retailer can make 
it pay too. Try it—for faster turn- 
over. 


sales 


Profile: Steven J. Jay 
CONTINUED FROM PAGE 28 
chased him back downstairs to his 

job of shoe dusting. 


The Lindke Shoe Store 
From there, he went to the Stone 
Shoe Company in Cleveland, Ohio. 
Spent several years in that 
pany. Then, on to Detroit and the 
Lindke Shoe Store. It was in this 
shop, famous as a training ground 
for some outstanding shoe men, that 
he added considerably to his shoe 
experience. Some of Lindke Shoe 
Company’s alumni include Clyde 
Taylor, Dick Schmidt, Herman Mey- 
ers, Walter Magee. Steve Jay 
learned as much as he could about 
all phases of shoe buying, selling, 

fitting, with the ultimate aim 


com- 


64 


service to the customer. 

In 1917, he left Lindke’s 
joined Richard Fyfe. Here it 
immediately apparent! He had 
sorbed completely; learned  thor- 
oughly and applied it conscien- 
tiously. It was natural that he move 
along and upward to the vice-presi- 
dency of R. H. Fyfe in 1931 and the 
presidency in 1947. 


and 
was 
ab- 


{in Active Role 

All this, his 
gregarious nature, his “home talent 
show” abilities, his theatrical back- 


added to naturally 


it was almost a foregone 
that he 
active role in the local and national 


ground... 


conclusion would play an 


associations . shoe, civic, philan- 
thropic. 
sO Many organizations, we can only 
list a few* here: Detroit Shoe Re 
tailers Association, Michigan Shoe 
Detroit Ro- 
Elizabeth 
Michigan 


He has been president of 


Association, 

the Sister 
Kenny Foundation (of 
He has member of the De- 
troit Executive Club since 1928 and 
on the Board of Trustees of Miller's 
Mutual 
years. 

He is a past president of the Na 
Shoe 
and a life member 
of Directors. He has attended shoe 
shows for forty feels 
that they serve a definite 
and contribute greatly. 

His thespian 
never 


Retailers 
tary Club, 


been a 


Pa. 29 
Tor So 


Insurance Company 


Retailers Association 


of their 


tional 
Board 
years and 
purpose 
talents and 
completely 
He kept that in- 
with the 
Company. 
1947 
during revitalization period, he 
instrumental in bringing La 
Scala Philadelphia Opera Company 
to Detroit they 
come back 
years after that. 


aspira- 
tions rele- 
gated to the limbo. 


alive by 


were 
terest association 
Detroit 


Served as 


Grand Opera 


president in and, 
its 


was 


continued to 


for 


and 


annually several 


Famous Personalities 


He has known 
mous personalities ... 
Lawrence Tibbett, Rosalind 


many of the fa- 
Grace Moore, 
Russell 
... to name only a few. He was a 
close friend of the late Dick Whit- 
ing and is proud of his 
encouraging Dick to write music. 
He remembers well when “Till We 
Meet Again” first met with success. 
Steve Jay 
ways ready to listen and lend a help- 
ing hand. That’s the acknowledged 
(CONTINUED ON PAGE 45) 


part in 


. a great friend, al- 


e Dates to Remember 


MAJOR MARKETS ... 


Mid-Season 


Shoe Fashion Conference 
Week b ' 


Moeut 
“ 


} 


4 ‘ +_A 


Advance Spring Shoe Market Week 


National Shoe Fair 


Popular Price Shoe Show of Americo 


. AND KEEP IN MIND 


Baltimore Shoe Show 
k A 


Designers Shoe Guild 


Midwest Shoe Travelers Assn 


Miomi Beach Shoe Show 
Annuol Canadian Shoe and Leather 
Fats ' 


Southeastern Shoe Travelers, Inc 


Northwest Shoe Travelers, Inc 


Pacific 


Northwest Shoe Travelers, inc 


Accounting and Office 
Clinic. | 


Manu h 


Management 


mn ¥ 
4 ‘ 


MASTA Spring Shoe Show 


Southwestern Shoe Travel Assn.. Inc 


ers 
Aw r 


West Coast Shoe Travelers’ Associates 


Aley 
A 


Pennsylvania Shoe Travelers 


Mountain States Shoe Travelers 


Assn 
A» 4 ; 


Boston Shoe Travelers’ Assn 
Midwest Shoe Travelers’ Assn f 
Recorder 
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of the 
who knows him. 

Get him into a reminiscing mood 
and he will recall many interesting 
and worthwhile experiences he has 
had in selling shoes to such famous 
and world renowned personalities as 
Henry Ford, John D. Rockefeller. 
They often imparted words of wis- 
dom that still remembers 
applies today. 


appraisal man by everyone 


he and 


The Art of Salesmanship 
Steve Jay is a firm believer in the 
art of salesmanship, with emphasis 


He 


shows 


selling. 
tool 
by his own example. 


on sugyestion 
effective 


to do it” 


uses a 
very “how 
Some 
years 


ago, he answered a telephone 


call from a man who wanted to or- 
der a pair of custom-made shoes for 
himself. In the of the 


Steve learned the custom- 


course con- 
versation, 
and desires. 


er’s needs 


Ended 


pairs 


specific 

ip 
of custom-made 
$45.00 each, plus fourteen pairs of 


by selling him fourteen 


shoes at 
shoe trees at $6.95 a pair a total 
of $727.00. 

“In the 


“where we get such a small propor- 


shoe business,” he says, 


tion of the consumer's spending dol- 


THE BIGGEST M 


ae | 


CUSTOMERS 


The best friend 
had is that loyal 


peat” customer. You don’t lure him 
with price, style, or gimmick shoes. 
He's yours, for always, because you 


lar, it is more important than ever 
to be aware of extra item selling 
and strive for multiple sales. Never 
fail to suggest shoe dressings, shoe 
trees, and other products. You will 
be surprised how they add up. We 
were among the first to introduce 
Dow Chemical’s ‘Silicone’ at Fyfe’s 
have 50,000 
period of four years.” 


and sold bottles in a 


Closest to His Heart 

While Mr. 
encompassed children’s and women’s 
too, it is the men’s 
to 
of 
wide 


Jay’s experience has 


business 
“With 


new 


shoes 
that 
the complexity 
the 
needed today,” says 
the fit of 
make the ready sale. 
the 
blending your store’s name with fa- 


is closest his heart! 
and 
scope of 


ae 


styles 
81Zes 
still 
that 
must 


colors and 
he, 
the 

And 


‘plus’ 


size and shoe 
we 
not forget impact of 
reputable and nationally ad- 
Wright Arch Pre- 
server, Taylor-Made, Lucey, Evans, 
Ripple Soles, Dr. Locke, Selby Arch 
American Girl, Sandler, 
Jumping Jacks, Cellini Accent 


are among many of the brands that 


mous, 


vertised brands 


Preserver, 
and 


are so popular with our customers.” 
As a never-to-be-forgotten tribute 


e - 


ARKET | 


T " 


a shoe man ever 
and devoted “re- 


and you alone give him the comfort, 


the support, the fit, 
possible with a feature line 


Foot-So-Port has conclusive 
proof of the extra profits you 
can enjoy with “repeat” Foot- 
So-Port customers 


that’s only 


Here's a 


complete line for men, wom- 


en and 


children, 


with not 


one, but many feature ad- 


vantages 


Port customer .. . 


Once a Foot-So- 
always 


a Foot-So-Port customer. 
He's yours for the ask- 


ing 


terested 


For shoe fitters in- 


in building 


prestige and profit. 
write 


$012 
TAN LUXOR CALF 


FOOT-SO-PORT SHOE co., Oconomowoc, Wis. 
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sse@ine cx 


FOOT: PORT 


SHOES 


Your Beit Bet hor | 


as it has been for every 
year since 1922 when we started 


SS 


Bs 


Best fit of all because made over seasoned 
lasts — one of which is appropriate for custom- 
er'’s individual foot! 

NO MARKDOWNS, NO LEFTOVERS! 
JUST STEADY TURN-OVER AND REPEAT CUSTOMERS! 


4128—The JAYNE Tie 
14/8 Wood Kantscuff Heel 


nwood kid tip, quorter 
up cad 


MILLER SHOE COMPANY 
Founded by Albert E. Klinkicht 
CINCINNATI 23, OHIO 


to Steven Jay, and his unselfish ser- 
vice, the Detroit and Michigan Shoe 
tetailers honored him as “Shoe Man 
of the Year” at a banquet at the 
Statler Hilton Hotel, last November. 
Ralph Edwards gave his permission 
to use the format of TV’s “This Is 


“This Is Your Life” 
Your Life.” Unlike 
“This Is Your Life, Jay,” 
was a closed circuit program. Mor- 
ton Hack of the Ripple Sole Shoe 
Corporation enacted the Ralph Ed- 


its 
Steven 


prototype, 


and civic leaders 
took 


memorable 


wards role many 
part. It 


and gratifying 


and friends was in- 
deed a 
occasion. 
full busy. Ac- 
tivities may center around retailing 
but 
takes 
is nine year old 
He is 
a never-ending source of joy to his 
grandparents. And who knows? He 
the to the 


theatrical or 


Days may be and 


duties; there is one 


who 
over anything. He 


and civic 


individual precedence 


Joseph, the Jay’s grandson. 


may yet be one project 


into musical 
He 


writing plays and music at 


family 
fame. is already trying his hand 
at 
Grosse Pointe University School. 


the 


M 
Z 


Tatdont 


ie 
Lys 


ray 


SS 


PLATTOE LAST 


nyon tace vamp 
tongue and facing 


tace inloys. Six eyelet tie 


SIZES IN STOCK 
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What the Shoe Retailer 


Thinks about Imports 
CONTINUED FROM PAGE 37 
hurting 
own goods,” stated Mr. Saul. 
“I think this fall is going to in- 
i trend of acceptability 
look for more items to 
market. Imports are 
jobber markets stronger 
months,” he said. 


ports especially our 


are 


ate the 
because I 
the 


now 


ing the 


hitt 
than in recent 

Benjamin Batiste, owner of The 
Shoe Box, Studio City, Calif., said, 
“Imports seem to be more accept- 
able if they have been made on an 
American last. Those that have 
come through my store made on a 
European last have generally been 
a miserable fit and many of the 
very expensive shoes are unwear- 
able.” 

“One stumbling block,” said Mr 
Batiste, 
be the 

the 
send it for 
it back to the 
montns. 

“It is quite true that the Italian 


“to imported shoes would 
repairs occasionally needed 
shoe pulls apart, where do 

repairs? To 
factory would take 


you send 


flattie imports must affect domes- 
tic manufacturers. The imports | 
buy are made on American lasts, 
they show good workmanship, ex- 
cellent leather and the price is be- 
those of American manufac- 
ture. It is bound to hurt. Many 
of my customers demand the Ital- 


low 


ian shoes.” 


BENJAMIN BATISTE BILL PATRICK 


Bill Patrick, owner and operator 
of Patrick’s Shoe Store, Engle- 
wood, Colo., said, “Price is what 
moves these low-end shoe imports 
and makes them easy to sell.” 


But, continues Mr. Patrick, these 
imports do cut in on sales of bet- 


ter quality shoes, especially among 


FIRST FOR QUALITY— 
fit— style leadership 


sizes for boys of all ages 


Look to Brooks for “young” ideas in shoes for active 


boys—with sturdy construction that means steady 


repeat business. Brooks shoes consistently give 
you EXTRA MARK-UP for EXTRA 
PROFIT! Many styles have size runs 1-3; 
34%4-7; 7%-9; with widths A through 


ORBIT 


= 8314 — Smooth 

black leather stitch-and-turn 

casual. Smart grain plug with 

attractive medallion, Buckeye last 

IN-STOCK, B, C, D, 3 to 9, to retail profitably 
ot $7.95 and $8.95 


E, to retail PROFITABLY at $6.95 
to $8.95. 


THE WILLIAM BROOKS SHOE CO.— NELSONVILLE, OHIO 
“World's largest independent manufacturer of boys’ welt shoes” 


volume dealers. 

“We built on 
brands and our customers still are 
buying brands,” Mr. Patrick 
“And foreign low-end 
manufacturers can't 
exactly. 


have our business 
said. 
shoe 
seem to copy 
Many of the 


imports seem a little heavy to me, 


these 


our styles 
but they are not bad when it comes 
to wear.” 

Mr. Patrick has a basket of 
ports on the selling floor near the 
desk, marked at 59 
and 69 cents. He bought 100 dozen 
promotion and 


im 


cashier's cents 


pairs as a wave 
away 500 pairs. 
A Denver 
who did not wish to be quoted 
that 


definitely 


shoe company execu 
tive 
low-end shoe imports 
the 


their 


said 
cut In on sales 
all of 
They've met the problem by 
the 
them across the board for 


have 

stores 
stock- 

selling 


of casuals in 


and 


ing imports, too, 
59 cents 
a pair 

“They are easily sold and wear 
pretty well, but there’s no compar 
grade U. S. shoes 


fit or 


good 
health 
the 


ison with 
for foot 
ability to 


and profit 


retailer,” he said 


~ & 


JOHN O. BYRNE L. H. BLANK 


L. H. Blank and John O 
co-owners of the 


ments at Best's, 
said, fashion-wise, 


Byrne 
depart- 
Wash.., 


shoes 


leased 
Seattle, 
Italian 
are a must. 
“The the ta 
pered toe, the needle toe and the 


Italians started 


double needle. They've exerted a 


on shoes,” said 
added that « 
the 


from the casuals to 


influence 
They 


acceptance of 


strong 
the shoemen 

Italian 
the 


j 


good 


tomer 
shoes con 


tinentals has been very 


“We 
from 


carry two main import 


$15.95 to $38.95. Low-priced 


other local shoe re 
have cut sales, 
the fashion the 


city, which is of inestimable aid in 


promotions by 


tailers not into our 


Best’s is store of 
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this case.” 

“However, we know low-end im- 
ports are definitely selling. Ameri- 
can manufacturers will have to be 
on their toes, and bring their own 
improvements to the industry. 
‘Little dressy’ shoes in casual lines 
have helped already.” 


Harry Susman, president of the 
10 Vogue Shoe Stores in the Hous- 
ton, Tex., area, said low-end im- 
ports have not hurt the sales of 
more expensive American shoes. 

“There's nothing like 
the domestic market, 
the open shoes,” 


them 
especially 


on 
said Mr. Susman. 
“From a merchandising standpoint, 
they’re desirable to have.” 

He the imports aren't 
durable because they don’t 
the quality of the American-made 
shoes 


to be a 


Says too 


have 


That, however, doesn't seem 
consideration, ac- 


He 


customer 


major 
Mr. 
tvling is 


cording to Susman said 
the 
acceptance is excellent. 

Mr 


imports 


good and 


for 


they're delivered so 


Susman doesn’t pay his 
until 
he has no problem with deliveries. 


He the 
port will 


believes low-end shoe im- 


business continue to im- 


prov e 


T. J. Mellott, Jr., operator of 
shoe departments in City of Paris 
stores and other department stores 
in San Francisco, Calif., said, “Im- 
port shoes create no real problem 
for us. 


“We carry very few imports. We 
feel the 


are better 


manufacturers 
able to supply us with 
the 
way of fit, style and workmanship. 
They have the advantage from the 
both 
wearability and the profit 
the What 
there in switching to imports?” 
Mr. Mellott that 
will imports 
foreign name, but he 
that departments 
business to this competi- 


domestic 


what our customers want in 


standpoint of salability and 
margin 
point is 


is about same, 


said some peo- 
because of 
didn't 


had 


ple buy 
the 

think 
lost 


tion. 


his 


any 


Lou Menashe, buyer for the bet- 
ter women’s shoes at Meier & 
Frank Company, Portland, Ore., 
said, “United States manufactur- 
ers have adopted the European 
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styles in making shoes. It is be- 
coming increasingly difficult to find 
any important difference in the 
styles of high fashion imported 
shoes.” 

‘have 
France 


“Americans,” he added, 
gone Italy 
and given orders to small, individ- 
ually-owned factories. They tell 
the factory owner what they want, 
and 


abroad to and 


American lasts an 
American foreman, and the 
is an American shoe in American 
style stamped ‘Made in Italy.’” 
Mr. 
American 
turn to 
characteristic of 
of copying European 
them Ameri- 


send over 


result 


Menashe said he _ hopes 
will 


make 


manufacturers re- 
and 


American 


native designs 
shoes 


life 


designs 


instead 
and making 


can. 


Baker Reporting 
from Washington 
(CONTINUED FROM PAGE 12 
this for lack 


of evidence is not deterring this new 


year have collapsed 
breed of bureaucrat. 

In summary: The shoe 
tion could turn out either way. What 
could the 
on any company? The immediate an- 


investiga- 


government possibly pin 
of course, nothing 


But, to repeat, political ambitions 


swer is, 


are riding high this year, and many 


an unfair or unwarranted charge 
will be hurled in the high election- 
year temperatures that we'll all no- 
the 


whether charges of “foul” are justi- 


tice in months ahead So, 
fiable or not, better be prepared for 
a few slings and arrows. 
s 

It’s clear that 
credit will be in easier supply for at 
least the next 

The 
old policy of “tight money” has been 


now money and 
six months. 
Eisenhower Administration's 
shelved. 

Interest rates are coming down. 

Defense spending is going up. 

Loans of all types 
farm 
easier to 


industrial, con- 
will 
from 


borrowing 
undertake 


sumer, and 
be much 
here on. 

The “easy money” policy is part of 
a carefully-calculated Administration 
plan to pep up the U. S. economy be- 
fore the November elections. Admin- 
istration officials prefer to put it a 
little than that. For ex- 
ample: 

“Inflation psychology has lessened, 
making possible lower interest.”’ 


smoother 


And this: 

“The stability of industrial pro- 
duction now warrants encouragement 
of spending.” 

To be blunt the 
hower Administration is trying hard 
to get Vice President Nixon elected 
President in November, and it has no 
intention of having a recession on its 
hands come Election Day. 

The White House decision to spend 
more money on defense that 
Russia’s bristling military attitude 


about it: Eisen- 


now 
has re-asserted itself—does not have 
to be justified to the Congress. Even 
before President Eisenhower could 
tell Congress his plans for spending 
more dollars on the 


gress beat him to the punch by add- 


missiles, Con- 


ing more defense procurement dol- 


lars to appropriations bills pending 
in the Senate and in the House. 


A Million Dollar Look 


(CONTINUED FROM PAGE 33 
ircus motif with rocking horses 
and a pair of live monkeys named 
Miss Ess and Miss Kay. 

The San Francisco Room, also on 
this floor, features women’s walking 
shoes such as Selby Arch Preserv- 
ers and British Walkers. This salon 
has a Victorian setting with violet, 
silver and soft yellow in the color 
scheme. The chair frames are white, 
sofas are gold tapestry, and Dres- 
Naugahyde with 
fringes covers the fit- 
ting Silver silk Aus- 
trian shades with heavy violet satin 


den pattern gold 


gold bullion 
stools. gray 
draperies, a large white marble dis- 
play table, white and gold pier glass 
mirrors and a gaslight era chande- 
lier are all of early California vin- 
The rug is Shelton Looms’ 
Nutrend gold, white and violet with 


tage. 


a large oval inlaid pattern. 

The men’s department is on the 
lower level and has a_ private 
entrance. 

All the 
by noted interior design and decora- 
tion consultant, Archibald Taylor 
of San Francisco. The architect for 
the remodeling was Mario L. 
dano and contractors 


were Rothschild, Raffin & Weirick. 


interiors were designed 


Gai- 
the general 


Floyd M. Penny has been named 
manager of the shoe department at 
Jacobson’s, Battle Creek, Mich., af- 
ter heading the shoe department of 
Joseph C. Grant Company for 13 


years. 
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Houston Stores Begin Sales Karly 


HOUSTON 
announcing the annual reduction of 
women’s spring 


Private sale cards, 


and summer de- 


signer shoes, hit the mails earlier 


this year. The first announcements 
reached customers in late May. 

By mid-June, all the 
had 


Cases 


better shoe 
out 
with 


lons their cards and in 
had broken their 
lewspaper advertisements as well. 
istomarily the 


5th 


cards are out by 
of June and newspaper 


low the Fourth of July. 


ads 


in any case, sale reports from 
“ahead for the 
ahead 


retailers range from 
month” to “50 


the 


surpassing that of 


per cent for 


} 
saie 


month” with business far 


last vear 


The cus- 
tomer’s preference in sale merchan- 
has been black 
for the stores that still have pair- 
age 

Only a small per cent of regular 


Customer Preference 


dise patent, bone 


, prints, multi-colors and white 


priced and new merchandise is be- 
ing sold. But 
predict pearlized lizard, brass hard- 


from this, retailers 


ware and the greige (between grey 
and beige) and champagne colors 
will be real good for the coming 


season. 


accepted 
more pointed lasts Al- 
ready it’s predicted that by spring 
they 


Customers immediately, 


the newest, 


will be the new basic. 


Being Pushed 


incl ‘ 
ms include a 


Special promo- 
shoe and 
bag set promoted by Krupp & Tuffly, 
The 


Smart Shop and a specially priced 


tapestry 
a jet glitter cloth promotion by 


group of vacation shoes being of- 


fered by Vogue Shoe Stores. which 


encourage customers to save 
vacation spending 

Rodney's, two suburban men and 
Hush 
selling 


boys stores, pigskin 


report 
Puppies and canvas shoes 
For the 
Ina f . ‘ + 

loafer has been the biggest summe) 
should, 


“continue to be good for 


well. boys, solid 


seller and says Rodney's 
hoe buy er, 
next summer toc 


Los Angeles Shoe Shops 
Report Heavy Clog Sales 


LOS ANGELES 
down of business throughout south- 


A general slow 


ern California has curtailed retail 


shoe sales. Some retailers report 


business as plain slow while 


just 


others report it spotty 


taken 


well and those who ordered sparsely 


Clogs have hold extremely 


to reorde! 
These 


gold, silver, 


have found it necessary 
have 
" 


procades 


in heavier quantities 


well in 


gone 


and fancier materials 


Colorwise, white seems to |} 


the 
slipped in 


lave 
and bone 
Fab ics 


in casual 


come to foreground 


has popularity 
and straws are going well, 
shoes 


The 


. ‘ 
styles, such as thongs, 


are in 
flatties, san 


Dress 


heaviest sales casua 


dals and canvas shoes. shoes 


in closed patterns with needle toe 


are outselling open styles, according 


to some retailers 
The Holly Park Children’s Boot- 


ery, a has been 
Calif., 


retailer 


modern store, 


opened in Gardena, by Ber- 


N. Kash, a 


five ve 


nard shoe for 


the past ars 





Miami Men Buy Dark Brown Lightweight 


MIAMI Lightweight Italian 
shoes for men, both lace and slipon, 
are the trend in shoe sales for this 
time of year. Dark coffee shades are 
slight lead the 
popular black. 

Men’s are moving 
along with two-eyelet tie styles with 
lightweight and crepe soles. Lighter 
shades of brown, such as elk, natural 
and tan predominate in the casual 
line. 


taking a over 


ever 


casuals now 


48 


Shoes 


The that 
pumps and sandals are the most pop- 


beat h stores note white 


ular with the women. A few pastels 
are also selling. Some stores are sell 
ing black fabrics and black patents, 
but white pumps, both kid and pear! 
A few 
tans are going fairly well and bone 
is dying down a little for the first 
time in months. 
on the wane. Some reports say lustres 
than leathers. 


ized, lead. new greens and 


Beiges are definitely 


are still better 


for 


white 


Rainy Weather Slows 
Detroit Shoe Business 
DETROIT 
the 


considered 


Cool weather 
half 


responsible for a 


rainy 
of June 


during first was 


mild 


“slow down” in sales of summer 


footwear. However, most retaile 


} 


reported total figures at leas 


to a year ago, if not better 


Stores in suburban areas : 


lving shopping-center 
whole, showing greate! 
are 


One 


last vear than 


Detroit 


over 


department store repo! 


crease over last year 


per cent in sales of 


Another 
is the 


of the 


White Sells in Suburbs 
t of 
buving 


notable aspec retail sales 
difference ir 
and suburban womar! 


While 


ported sales of white 


urban 


pel downtown 


dres 


below normal for early June 


suburban stores Say a good per 


cent of their sales white 


And 


are on 


even in the white category 


the popularity of lus 
$s against traditional whi 


varies from store to store 


} 
Casauadi 


Sales of women’s 


have been excellent, with the em 


phasis on cushioned-insole leather 


T-strap sandals in open patterns and 
on natural straw sandals of Italian 


rigun Squash heels are 


te popular on 


these open 


sandals 


Canvas is Popular—Canv: 


wear, for the entire family, 
the sale 


rank 


children’s departments, slip-on 


ues to dominate 
first in 
flat 


and 


Classic tennis shoes 


women’s department 


Les in 


either tie or gored-vamp oxfords in 
The white tennis shoe is 


Many 


slit aif 


the men’s 
still first with teen-age girls 
find 
for 75 


the children’ 


stores tennis shoe 


counting per cent of total 


le In depart 
ments 
Sales of men’s dress shoes in typi 


cal summer patterns of nylon mesh 
and punched leathers have lagged, 
the Light- 
slip-on styles in smooth 
for soft 
soled unlined bucks for casual wear 


to date 


due to cool weather 


weight 
dress and 


leather crepe- 


have sold best 
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Retail Merchandising 





Promote Resort Shoes 
All Year. LS. Urges 
RETAILERS are 


merchandising opportunities offered 


neglecting the 


by resort footwear, Independent 
meanwhile 


rapidly 


Shoemen contends, and 
this 


Resort 


cateyory is growing 


I.S., no longer 
sell- 


developed as a year- 


wear, 


Saves 


is confined to warm weather 


ing. It can be 
round profit builder. Over the past 
the 


footwear 


several years, sales potential 


of resort has spread to 


every economic class, and within 


five vears it promises to become an 


all-season, all-c'ass item 


1.S. takes 
book- 
Know-How” 
“How to Mer 


Footwear Year 


\ Program to Follow 
up the subject in the newest 
let of its “Operational 
educational 


Resort 


Series, 

chandise 

Round.” 
Frank T 


rector of 


Underhill, executive di 
Independent Shoemen, 
“Most 


apparel field, 


even in the 
the 


en 


argues, retailers, 


tend to 


regard 


resort wear market as almost 
weather 
of 

stratum are doing 
the 


March.” 


tirely a warm promotion 


Actually millions people from 
every 


their 


months 


economic 


resort traveling in cool 


from October to 


The Benefit 
to Mr. Underhill, shoe stores rarely 


Resorts According 


‘ 


promote resort footwear out of sea- 


Few maintain 


sentative stock of this type of foot- 


son even a repre- 
wear after summer markdowns are 
over. 


“As a 


traveler 


result the winter 
until he 
reaches his destination before pur- 
chasing the 
parel he will need,” Mr. 


points out. 


averaye 
often waits 


shoes and other ap- 


Underhill 


“If the retailer will sit down and 
plan his program 
with his supplier to assure himself 
of an stock 
without sea- 
sonal buys, 


resort footwear 


year-round 
his 


adequate 
regular 
then work out a strong 
program for 
shoes, he can win a two-way pay- 
off,” the LS. director says. “Many 
fill their resort 
needs at a store will be more recep- 


robbing 


merchandising these 


customers who 


tive to everyday shoe purchases at 
the same store.” 
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Success in ‘Shoe-per Markets’ 


Miller-Jones Owners Enter Self-Service 


Indus- 
100- 


Shoe 


Fulton 
parent company of the 
Miller-Jones Family 

chain, 


COLUMBUS, O. 
tries, 
unit 
Stores embarked 
self-service 


has suc- 


cessfully upon a ven- 
ture under the name of Colby Shoe- 
Markets. 

Colby is 
of Fulton 
to the former H. C. 
Columbus. 
Fulton 

formal open- 

Markets” in 
Ci. 


per! 
a newly created division 
marketing 


God- 


Industries, 
successol 
Company of 
Jelin, 


man 
Jerome K. Indus- 


tries’ president, said 


ings of “Shoe-per 
Marietta 


highly 


and Hamilton, were 


successful 
“We 


and 


Rejected Giveaways relied 


on straight promotion mer- 
chandise specials rather than give- 
aways to attract crowds,” Mr. Jelin 
“We gambled that the 
the Market’ 


concept and the natural appeal of 
roof 


explained 
novelty of ‘Shoe-per 


so many shoes under one 
would do the job.” 
Colby applied the 


which 


same discount 


policies to shoes originally 


applied to food when supermarkets 





A Time-Saving Investment 


Slide for waiting youngsters is time and 
nerve saver at Comar's Children's Shoes, 
National City, Calif. "With the other 
kids occupied and out of the way,” says 
Manager Leo Adair, “it is easier and 
faster to fit each one individually. And 
there's no doubt that the slide builds 
goodwill. It's a conversation piece." 


Open racks 
generous 


began, Mr. Jelin said. 
for 
assortment of 


self-selection and a 


merchandise were 
advertised. 

Although driving rain hampered 
opening festivities in the 7500- 
square-feet Colby Market at Hamil- 
ton, more than 2000 pairs of shoes 
were reported sold during the three- 
day grand opening. Some 1500 pairs 
were sold in the much smaller Mari- 


etta store. 


Middle Prices Stressed—A full 
range of family footwear is stock- 
on middle- 
Hamilton 
have a 
dis- 
an- 


concentration 
The big 

example, will 

12,000 


ed, with 
lines. 
store, for 
minimum of pairs 
play at all Mr. Jelin 
nounced. Additional thousands will 
be kept in reserve stock. 


price 


on 
times, 


The Hamilton outlet is on a busy 
highway. Its presence is heralded 
by a 50x 8-foot sign. The Marietta 
market Miller-Jones 
store in an outlying shopping cen- 
ter. 

Mr. Jelin his had 
filed papers to protect Colby’s ex- 
clusive right to the “Shoe-per Mar- 
ket” trade name and is considering 
making the name and marketing 
formula available franchise 


replac es a 


said company 


on a 


basis. 


Work Shoes Go on Sale 
In Georgia Drug Stores 
VALDOSTA, GA.—Men’s 
are beginning to make their appear- 
few i 


shoes 


ance in a drug stores in 
Georgia. 

In Atlanta 
test, work 
shoes with These 
were offered as a special in one of 
the chain’s Valdosta a 
Rexall the same 
type shoe at pair. Shoe 
boxes are stacked on the floor next 
to the soda fountain. 

Although southern 
have carried various 
men’s clogs and felts, this is the 
first time they gone in for 
men’s lines. 


recently one chain, 


as a advertised men’s 


rubber soles. 
stores. In 

offering 
$2.99 a 


store is 


stores 
of wo- 


drug 
lines 


have 





Teenage Girls Own 7.8 Pairs, Survey Finds Careers in Retailing Week 
To Be Repeated in October 
NEW YORK—The third annual 


NEW YORK A magazine for oxfords and 27 per cent own sport 
teenage girls has found that its _ boots. 
readers own an average of 7.8 pairs The majority of the teenagers National Careers in Retailing Week, 
of shoes and bought 6.3 pairs of spent over $5 for the dress and sponsored by the National Retail 
these in the past year. casual footwear they last bought. Merchants Association, will be ob 

The American Girl magazine, a They spent over $4 for the sport served throughout the country Oc 
publication of the Girl Scouts, sur- shoes they last purchased. tober 10-15. 
veyed a sampling of its 2.2 million Aimed at both high school and 
subscribers on their shoe pur- Teenage Comment Of special college-level students, the program 
chases, prices and preferences. Us- interest to shoe producers, perhaps, is designed to interest more young 
ing the results (482 girls replied 
out of 1002 queried), the magazine 
has calculated that its readers own 


are the girls’ remarks about styl- people in retailing as a career. Many 
ing and construction. For example: local retailers, civic organizations, 
“In the very low-heeled dress associations, schools and colleges are 
6 million pairs of dress shoes, an %/0es, the arches don't fit to your cooperating with NRMA in the pro)- 
equal number of casuals and 4.8 /ééf and many shoes in the $9 range ect 
million pairs of sport shoes. don't last long at all.” NRMA says retailing offers more 
: : , . ‘Please eliminate pointed-toe career opportunities (han most in 
High Heels in Minority—In the shoes. They hurt the foot unless you dustries, with executive positions 
Gress shoe category, 89 per cent buy them about two sizes too big; paying higher incomes constantly 
own low heels, 46 per cent have then they look like boats.” open in such fields as accounting, 
medium heels and 20 per cent have “In loafers where the top of the credit management, warehousing, 
high heels. In the casual class, 51.5 shoe joins the side, the stitching al- merchandising. advertising, promo 
per cent have loafers, 51 per cent ways hurts or causes blisters.” tion, purchasing, personnel manage 
own leather flats, 51 per cent have “Make more flats with combina- ment and others 
canvas or cloth casuals and 25 per m laste.” Information about the “v 
cent own sandals. “With all the new materials shoes be obtained by writing to the 
Among sport shoe wearers, 82 are made of, | think it would be a mittee on Careers in Retailing, Na 
per cent own sneakers, 36 per cent worthwhile idea if instructions for tional Retail Merchants 


have saddle shoes, 27 per cent own ¢ leaning were included.” 100 West 3lst St... New 


ll - 
4 


7~ 


PROGRESSIVE LEADERSHIP 


.IN BASIC FOOTWEAR aw, 


Roto-Lok disc 
inserted in bot- 
tom of shoe... 
allows more 
accurate set- 
ting, is located 
in proper spot, 
reduces over- 
all cost of shoe 
and brace. In- 


Wide 000 to 4 “SR | gia‘ "| terchangeable 


N 0000 to 4 — : — 7) with Fillaver 
arrow Night Split. re Both carried 
in stock. 


The foot is enveloped in a smooth seam- SURGICAL BE|: 
less upper. The shoe keeps the foot in the Meets the need of a Sry Ls 
exact position the physician has obtained. matching shoe where 

Open toe permits free circulation. Steel | | only one foot requires ~~ EQUINO-VARUS more. 


plate between inner and outersole per- the Equino-Varus shoe. OE ann acs use 
mits application of corrective force at Made on straight last. 


‘ 
— 2 Medium 000104 = by R, J, Potvin Shoe Co., Brockton, Mass. 
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Health Council Supplies 
Foot Size Check Charts 

ROCKLAND, MASS. The Na- 
tional Foot Health Council is offer- 
ing retailers and manufacturers 
foot size check charts for insertion 
in shoe boxes, counter use, and dis- 
tribution to and 
youth groups. 


school systems 

The chart is designed to remind 
parents when their child needs new 
It consists of a size scale on 
on the 
for the 
manufacturer’s or retailer’s imprint. 

The light cardboard chart, which 


shoes. 
and instructions 


Space is 


one side 


other. available 


folds twice into a 3 x 44-inch card, 
has room for four measurement en- 
a year of use. The foot size 
both and sock 


tries 
scale shows shoe 
sizes. 

retailers can 
the charts from the National 
Foot Health Council, Rockland, 
Mass., at a cost of $5.50 per 1000, 


plus postage. There is an additional 


Manufacturers and 


sret 


charge for. imprinting units of 5000. 


Imprints cannot be larger than 


1 x 3he inches. 


Chains to Introduce Spray 


NEW 
product, 


YORK A 
Foot 


introduction in a 


new Esquire 


Cheer, will get a 
manner 
calculated to both 


shoes and the product itself. In sev- 


public 
spur sales of 
Esquire officials 
this 


make it a practice to spray on Foot 


eral big chains, 


report, salesmen summer will 


Cheer immediately after removing 


a customer's shoe. The greaseless, 


scented preparation is said to re- 
lieve aching feet and give a cool- 


effect Es- 


quire president, said the plan is in- 


ing Irving J. Bottner, 


tended to put the woman shopper 
in a “buying” frame of mind and, 


in the interest her in 


Foot 


process, to 


Cheer. 


‘Rainwear on a Cord’ Sells 

GREEN BAY, WIS. 
extended rainy period, Paul E. 
Klima, of the Parker- 
Klima Shoe Store here, suspended 


During an 
manager 
a pair of rubbers from a cord out- 


The 20- 
sales of rubbers. 


side the shop. result: a 
fold 
Manager Klima said sales of other 


while 


increase in 


merchandise also were up 


the rubbers hung outside. 
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e Trade Literature 


Goodrich and Hood Issue 
Industrial Shoe Catalog 

A NEW industrial footwear cata- 
log issued by the B. F. Goodrich 
Footwear Company and Hood Foot- 
Watertown, Mass., 
offers a complete guide to the selec- 
tion of for 
needs. 


wear Products, 


footwear industrial 


Of special interest is the “rela- 
tive resistance ratings chart” which 
order specific 


enables buyers to 


types for working conditions which 
may be unique to their business or 
plant. Another notable portion of 
the catalog is a section devoted to 
an explanation of material 
construction features. 


and 


According to Ormand M. Hess- 
ler, manager of industrial footwear 
and glove the 


available to industrial distributors, 


sales, catalog is 


safety directors, plant engineers, 


sanitary and maintenance super- 
visors, public utility personnel, mu- 
nicipal department heads and other 


interested parties. 


; 


that 


for the past 
58 years! 


THE 


Style 6448 

In Brown Grain, 
VOTAN ‘‘SuperSole 
3-7 
Black Grain and 
Smooth Cordo 


-it started with 


Two more “Firsts” for ADAMS BROTHERS 
—outstanding hits at the recent shows! 
Proven styles that feature the superb 
workmanship and quality leathers 

have been 
hali-mark of all 
ADAMS Shoes 


the 


Style 6450 
In smooth Cordo 
VOTAN ‘'SuperSole 
Boys 312-7 8.C,D,E 
Also available in Black Grain. 


KAMPTRAMP 


SHOE 


with 
Boys 
8, C, D, E. Also in 


‘JACK and JILL” —the First Name in Children’s Shoes! 


ADAMS BROTHERS, INC. 


PITTSFIELD, 


NEW HAMPSHIRE 





e Obituaries 


John O’Connor, President 
Of Chicago Retail Firm 
CHICAGO—John O'Connor, Jr., 
16, president of O’Connor & Gold- 
berg, retail shoe chain, died June 5 
after a lingering He had 
been associated with the firm since 
1936 and had been 
president since the 


illness. 


death of his fa- 
John, 
founder, in 

Mr. O’C 


was 


ther, 


onnor 
also a direc- 
tor of Compo Shoe 
Machinery Corpo- 
ration, Waltham, 
Mass. 

The 


utive 


retail exec- 


J. O'CONNOR, JR. 


He 
Univer- 


was a resl- 
dent of suburban Winnetka, III. 
had attended Georgetown 
sity Law School. 
Surviving are his Alyce; 
three sons, John III, James P. and 
Thomas J.; his mother, Mrs. Martha 
R. O’Connor; and a 
brother. 


widow, 


two sisters 


EDWIN J. SANDERS, 61, vice- 
president of the Bowen Shoe Com- 
pany, Miami, a retail subsidiary of 
International Shoe Company, died 
June |] Mr. Sanders arrived in 
Miami in 1932 from Brooklyn, Ala., 


and from 1951 to 1953 operated a 


shoe chain from Palm Beach to 


Coral Gables, Fla. 


JARED C. SIMMONS, a sales 
representative for Deb Shoe Com- 
pany, Inc., and a former president 
of the Southwestern Shoe Travelers 
Association, died May 30 in Baton 
Rouge, La. He lived in Dallas, Tex. 
Surviving are his widow, Blanche; 
a son, Dr. William Simmons, and a 
sister, Mrs. Elsie Roddy 


sales 


WILLIAM A. GRANT, a 
representative for Craddock-Terry 
Shoe Corporation for over 50 years 
retiring in 1954, died re- 
cently of a heart attack in Colum- 
bia, S. C. Mr. Grant joined the firm 
in 1900 and served in South 
lina from 1913 At the time of 
his retirement, he covered Eastern 
South Carolina for the Fashion 
Craft division. His widow, Hortense 


_ a 


before 


Caro- 


on. 


sister and a brother survive 


FAY H. ROSE, 63, owner and op- 
erator of the Conrad and Rose Shoe 
Store, Boise, Idaho, for many years, 
died Idaho 
He had been employed for the past 
few years in the shoe department 
of Falks I.D manager of 
the men’s and boys’ department 


recently in Lewiston, 


Store as 


SAMUEL W. ASCHER, 67, presi- 
dent of the Frank C. Meyer Com- 
pany, Inc., box makers 
cializing in shoe cartons, died June 
2 after suffering a heart attack in 
his Brooklyn office 


paper spe- 


Felix Carr, Treasurer 
Of Mass. Tanning Firm 


MARBLEHEAD, MASS. 
of the 


Peabody . 


Felix 

72, treasurer Carr 
Company in 

suddenly at 


Carr, 
Leather 
Mass., died 
here May 30. 

He was a past president of both 
the Peabody Chamber of Commerce 
and the Leather 
Manufacturers’ Association, and an 
member of the Associated 
Industries of Massachusetts, the 
New England Shoe and Leather As 


his home 


Massachusetts 


active 


Council and 
Club 


sociation, the Tanners’ 
the Boot 
Surviving are 


Boston and Shoe 
his widow, Eleanor 
sisters 


and two 


E. RHODES HUNTSBERRY, 54, 
and 
the 
Huntsberry Shoe 
Winches- 
died May 
13 after suffering 
a heart attack 
while at work. Mr 


Was a 


president 


treasurer of 


Stores, 


ter, Va., 


Huntsberry 
past president of 
the former Middle 
Atlantic Shoe Re- 
tailers Associa- 
His firm 
Virginia, Maryland, 
and Washington, D. ¢ 


garded as an energetic 


£. R. HUNTSBERRY 


tion operates atores in 


Pennsylvania 
He 


worker 


was re 
for 
civic improvements and a leader in 
activities 


club and fraternal 





e Financial 


Crown Self-Service Sales 
Up 350% for Two Months 
CHICAGO—As the Self- 


Service Stores chain grows, so do 
it profit 


» 1its. 


Crown 


The firm reported a 350 per cent 
the first eight weeks 
of this year in comparison with 
1959. Net income reached $30,493 
sales of $910,749. In the first 

months of 1960, earnings 
$8597 sales of 


increase for 


on 
two 
amounted to 


$352,446. 


on 


Crown has opened 28 stores since 
March 1959. Recently the chain ne- 
gotiated a 10-year contract with 
Piggly Wiggly Midwest division of 
Foods, under which 
Crown self-service shoe departments 


Consolidated 


52 


will operate in Piggly Wiggly super- 
markets. 

Crown's Robert L 
Wolf, predicts total sales of about 
$5 million this year compared with 
$2,741,314 in 1959. Potential earn- 
ing power of the chain is 
substantial,” he says. 

Crown operates stores in Chicago 
and environs, and in the Milwaukee, 
Detroit and Cleveland areas 


president, 


“quite 


Annual Income Increases 
At U. S. Shoe Machinery 

BOSTON—A healthy increase in 
consolidated net income after taxes 
for the fiscal year ended February 
29 is reported by United Shoe Ma- 
chinery Corporation and its domes- 
tic associated companies. 

Net for the year was $10,780,268 


$9,234,957 for the 


compared with 
preceding year 
for the 


current year,” the corporation's an- 


“Included in net income 


nual report points out, “are net 


gains of $2,889,917 resulting from 
sales of shoe machines outstanding 
under lease as compared with $2,- 
824,544” for the fiscal 
February 28, 1959. 


Net 


$4.52 


year ended 


equivalent to 
stock. 
figure 


income Was 


share of common 


this 


per 
In the preceding 
$3.85. 


“In line with higher shoe produc- 


year 


Was 


tion and continuing good business 
the “total 
volume of merchandise sales, exclu- 


generally,” report says, 
sive of sales of machines outstand- 
ing under lease, amounted to $62,- 
297,708 as compared with $56,140,- 
255 last year, an increase of 11 per 
cent. 
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YOU CAN DEPEND ON Goth aa yn” _— ATHLETIC FOOTWEAR 


ashion minded 


r 
ty, e 
of a pop wlar price 


top grade 
Gluvtan 
uppers 


6500 Line 


steel 


shonk 

Support 
noiless 
hecls 


bone - 
whitc 
block 


Iity-» Str t Ml 


6400 tine 


Part tiie i e143 
Hug-tite 

fit and 
comfort 


expands 


ond 


contracts 
on 
approach 


rw 


front loce 


GOTHAM SHOE MFG. CO., Inc. 


BINGHAMTON, N.Y 


July 1, 1960 


From The Robert Youngson Production “THE GOLDEN AGE OF COMEDY” 


Dog-gone, I forgot 
Leathers by Irving: 


Irving Tanning Company 


134-140 Beach Street, Boston 11. Massachusetts 








One of America’s Finest Resources for 


* SAMPLES f 
* JOB LOTS 








* CANCELLATIONS 


Branded Shoes-first quality 
from outstanding makers 


STREET . 
ALBARISHOE .- hone 




















e About Shoe People 


“Digger” Workman (left], manager of 
Sommer & Kaufmann's Post St. store in 
Sean Francisco, waits on Willie Kirkland 
of San Francisco Giants, who collected 
six poirs of Wright Arch Preservers of- 
fered for first home run in club's new 
park. Pete Fishbaugh, seles representa- 
tive for E. T. Wright, watches. 


2 > o 

Philip Lown, president and trea- 
surer of Lown Shoes, Inc., Auburn, 
Me., has been re-elected to a sixth 
term as president of the American 
Association for Jewish Education 
Mr. has served 
trustee of Brandeis University, as 
national chairman of the Friends 
of Hillel Foundation, and as presi- 
dent of the Maine Jewish Council 


Lown also 


as a 


o e o 

Lester R. Fallon, president of the 
Thom McAn New 
York, will serve the annual Greater 
New York Fund appeal as chair- 
man of the shoe retailers group 
The Fund maintains the largest 
network of local charities in the 
world. Irving J. Fife, president of 
Irving J. Fife and Company, will 
be chairman of the hides and skins 
zroup. 


Shoe Company, 


Edward J. Hlebica, audit manager 
of Endicott Johnson Corportation, 


Endicott, N. Y., has been elected 
president of the local Triple Cities 
Chapter of the Institute of Inter- 
nal Auditors. 

o * * 

Pat Lauretti, president of the 
Newville Shoe Company, Newville, 
Pa., left for Italy June 22 to visit 
the shoe styling centers of Flor- 
ence and Milan. He has plans to 
adapt the popular Italian flattie to 
a new subteen line introduced by 
Newville this spring. Mr. Lauretti 
is the inventor of the Lauretti 
Molder, a machine that molds the 
backs of quarters to create better 


heel fit. Newville’s sales manager, 


54 


Louis Plapinger, recently com- 
pleted a trip through the Midwest. 
. . - 

William Chaffin, assistant man- 
ager of The Smart Shop, Hunting- 
ton, W. Va., has been named 
manager of the store’s shoe depart- 
ment. He succeeds T. E. Amos, who 
was transferred to Flint, Mich. 

. . o 

Heinz Rollman, president of Well- 
co-Ro-Search, Waynesville, N. C. 
has gained the Republican nomina- 
tion for Congress in North 
lina’s 12th District. 

2 = 7. 

Bartlette B. Walker, chairman of 
the board and president of B. B 
Walker Shoe Company, Asheboro, 
a ty member 
of Commodity Exchange, Inc., New 
York. The exchange is the nation’s 
market place for futures trading in 


Caro- 


has been elected a 


hides, rubber, copper, lead and zin 

. _ * 

James R. Wilkins, 

the ShoeCenter 

chester, Va., has 
director of the 

of Commerce. 


continues 


president of 
Win- 


elected a 


Stores, Inc., 
been 
Virginia State 
Mr. Wil- 
of the 


better 


Chamber 
kins 


organization's 


chairman 


as 
highway and 
roads committee 
a . we 
D. R. Harlan, an employee of the 
Miller-Jones 


vears, has been promoted to super- 


retail chain for 18 


visor of the firm’s 15 stores in IIli- 
He had 
store in Fort Madison, lowa, where 


nois. been managing a 
he was president-elect of the Lions 
Club. 
> + + 

Willis Griggs, formerly with 
Townsend & Wall, St. Joseph, Mo., 
has named the 
women’s shoe salon at Magee’s, 
Lincoln, Neb. He Ed 


Moran, who resigned. 
_ 7 * 


been manager of 


succeeds 


LeRoy V. Collins retires July 1 
as a partner in the George Seitz 
Shoe Company, Salina, Kan., 47 
years after he joined the store as 
a salesman. His retirement 
cides with the 50th anniversary of 
the firm. Mr. Collins and partner 
George Seitz reminisced recently in 
The Salina Journal about the “good 
old days”: “There were just two 
kinds of shoes in those days—sum- 
mer and winter,” Mr. Seitz re- 


coin- 


called. “At the beginning of win- 
ter we moved the winter 
down and put the summer 
up to the top of the store. Then we 
reversed the move in the spring.” 
Today the Seitz firm has two other 
Larry Krug, who replaces 
manayer 


shoes 


shoes 


partners: 
Mr. Collins, 
Joe Crawford. 
. . o 

Marvin E. Netzel, of Netzel and 
Oldenburg Shoes, Wausau, Wis., 
has sold his interest to his partner, 
Otto C. Oldenburg. Mr. Netze!, who 
ill- 


have operated 


and store 


is 64, is retiring because of 
ness. The men 


the store, a popular price family- 


two 


type operation, for 30 years, 
. . _ 
manager of 
Idaho Falls, 
“boss of the 


Credit Wo- 


Gordon Nadauld, 
Camel's Shoe Store, 
Ida., named 
month” by the local 
Breakfast Club. 


was 
men's 


Ernest Beringer, who owns the 
shoe department in Hertels Depart 
ment Store, Calif., 
opened a family shoe store in Tem- 
ple City, Calif 

” . « 

L. M. (Phil) Phillips has been 
appointed manager of Armishaw’s 
Portland, 
the R. E 
orth, Tex 


Pasadena, has 


downtown store in Ure 
He formerly 


Cox Company, Fort W 


was with 


Herman Duke 
manager of the Shoe 
the Stella Link Shopping 
Houston Mr Duke. has 


associated with the firm since 


has been named 
Box store in 
Center, 
been 


1958, 


who 


formerly managed the Braeswood 
Center unit 
. > 


Pitcher, 
controller of 


Morgan I. 
dent 
Brothers 


vice-presi- 
Edison 
conducted a 


and 
Stores, Ine 

on personnel training at 
the 1960 Midwest 


of the 


session 
Area Conference 
Inatitute of 
America, held in Milwaukee’ on 
9-11. William D. Knickel, 
secretary of Weyenberg Shoe Man- 
ufacturing 
man of the speakers’ 
committee for the 


Controllers 
June 


chair- 
hospitality 


Company, was 


conference. 
manager of 


Roch- 
has 


Norman E. Young, 
an Endicott Johnson 
ester, N. H., for 
been transferred to Bedford, Mass. 
Replacing him in Rochester is Les- 
ter F. Porell. 


unit in 


two years, 
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What's New 


Expanded Vinyl Introduced 
For Uppers of Flat Shoes 


A FABRIC-backed expanded 
vinyl called Cambria, for use in the 
uppers of women’s footwear, is de- 
scribed “comparable to a glove 
leather because it has the soft feel 
of fine supple calfskin.” The prod- 
uct introduced by the 
Respro-Textileather division of The 
General Tire & 
Toledo, O. 

Cambria is styled particularly for 
teenagers’, women's and juveniles’ 
flats. to the manufac- 
turer, the material keeps the shoe 


as 


has been 


Rubber Company, 


According 


light in weight and is easily cleaned 
with a cloth dampened in lukewarm 
soapy water. 

Plans call for Cambria to be cus- 
tom-made in colors to shoe produc- 
ers’ specifications. It can be turned 
out in either a plain or pearlescent 
finish. 

Also introduced by Respro-Texti- 
composition-based 
vinyl! socklining designed especially 


Named Su- 


leather was a 


for popular-price shoes. 


SOCIAL CLIMBER 


... getting into the best company 
without half trying, because 
set knows that at 


the “smart” 


= 
NU 
Vv 


od 


July |, 1960 


least one good Kangaroo 
pattern is a profitable item in any 
fine shoe line. Genuine ! 
Kangaroo is available 
from William Amer Co. 
Surpass Leather Co, 
Ziegel, Eisman Co. 


per Bronco, it is being made in 
black, white, rock candy, dark gray 


and fawn. 





Deerskin in Men’s Moc 


Guilmox of California, Los Angeles, is 
using genuine deerskin in two men's 
styles, both of them unlined. The shoe 
pictured here, a tie moccasin, has genu- 
ine moccasin construction plus a sole. 
The slipon style has no sole added. 





Wax White Shoe Cleaner 

A WHITE shoe cleaner with a 
wax and lanolin blend that is said 
to resist dirt has been developed by 
Esquire, New York. According to 
the manufacturer, the product— 
called ‘‘Lano-Wax White’ — also 
helps the shoe “shed” dust and soil, 


preserves the whiteness for a longer 
period, dries quickly, resists rub-off 
and is non-toxic. 

The new cleaner is being backed 
by national TV, radio, newspaper 
and magazine advertising. As an 
introductory offer Esquire is offer- 
ing four free with 20 on a 24 pack. 


Federal Aims at Suede 
Market with New Vinyl 

A NEW vinyl called 
Fedswade being marketed by 
Federal Industries, Belleville, N. J., 
as a substitute for suede leather. 
Introduced at the Allied Shoe Prod- 
ucts Show, the material offered 
for both casual and sport types of 
shoes and dress types. Included in 
the first grouping are buckskin 
vinyls popular with teenagers and 
young married persons, according 
to Henry Golub, Federal’s shoe ma- 
terial sales director. 

Mr. Golub Fedswade — the 
name is a registered trademark—is 
produced under a patented chemical 
process unlike the customary meth- 
ods in making embossed 
flocked suede reproductions. 


material 


is 


is 


said 


used or 





FREE... with Scott-Line 
PEG-BOARD 


DISPLAY 











with purchases 
of $25 or over! 








This new 
SUPERMARKET 


Technique will... 


INCREASE YOUR SALES 
ADD PROFITS 
REDUCE SALES EXPENSE 








15 Best Sellers 


* Soft-Tred Insoles 
* No. 705P Insoles 


Order by Mail 


Write for FREE 
Full-Line Scott 
Catalog 


* Metatarsal Insoles 
* Superb Arch Corrector 


* Cadence Step Insoles 
* Air-Cushion Insoles 
* Fantom-Foam Insoles 
* Spun Foam Insoles 


Packaged for Peg-Board Display 


* Air-O-Phyll Insoles 

* Spun-Foam Heel 
Cushions 

* Foam & Fabric Fillies 

* Scott's Met-a-Liners 

* Scott's Foot Trax 

* Scott's Arch-a-Liners 

* Scott's Met-a-Foam Pads 


SCOTT 


FOOT APPLIANCE CO. 
1701 WEBSTER ST.- OMAHA, NEBR. 
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Manufacturing Keport 





Milwaukee Plants Work at Capacity 


MILWAUKEE Factories have 
been working at capacity schedules 
preparing for the annual two week 
vacation shutdowns in July. 

All plants report they are ending 
the first half of 1960 on a sound 

Dollar volume is even with 
year for most firms. Pairage 
is slightly behind, however. Im- 
shipments during May 
helped overcome much of the lag 
encountered during the early spring 
period. 


note. 


last 


pre ved 


Expect Improvement Industry 
spokesmen feel convinced that the 
months ahead will show continued 
improvement. Stepped-up 
conditions prior to the presidential 


business 


election are counted on to benefit 


retail levels. 
While men’s shoe 
good, it is not being easily obtained, 


business is 


note. Dealers 
ordering the new men’s fall dress 
styles quite freely, but the staples 
and last fall’s numbers which are 
still current are hard to book. Mail 
orders are still in low gear, reveal- 
ing that dealers are trimming in- 
ventories wherever possible. 

Men’s built-up lightweight dress 


manufacturers are 


shoes and semi-brogues are ac- 
counting for a big share of the fall 


orders. 


Serious Inroads—A growing num- 
ber of complaints about imports are 
being heard. Manufacturers claim 
that the British and Italian men’s 
shoes in the medium price brackets 
continue to make inroads. 

Work shoe producers are happier 
these days. Their volume has shown 
improvement ir 


serious 


definite signs of 
the past two months. 

Children’s footwear production is 
matching last year’s figures. Deale1 
demand for the monk 
in youngsters’ shoes is proving one 
of the 


season. 


strap style 


pleasant surprises of the 


British Output Sets Mark 

LONDON 
leather shoe 
record 147.5 million pairs last year, 


Britain's 


produced a 


Great 
industry 


an increase of 9.4 million pairs over 
1958, according to the Foot- 
wear Manufacturers’ Federation. Its 
report said that although the price 


sritish 


of imported leather rose during the 
year, improved production methods 


helped keep shoe prices stable. 





West Coast Producers See Good Fall Season 


LOS ANGELES — Manufacturers 
are pushing pretty hard right now 
to complete orders which must be 
shipped before the July vacation 
shutdown. Casual have 
found reorders to be good so far, 
primarily because of a booming va- 
cation, travel, and resort season. 

Most manufacturers claim they 
are looking forward to a good fall 
season. Orders written at the recent 
shows up and down the coast, plus 
good returns from salesmen on the 
that, while it will 
not go into the books as a banner 


houses 


road, indicate 
year, aggressive manufacturers will 
be able to keep their bills paid. 
There is quite a lot of comment 
in manufacturer’s circles about fall- 
ing hide prices, which in some 
grades are nearly one-third 
than a year ago. Optimists feel this 


less 


56 


will ultimately mean lower produc- 
tion costs and lower sales prices. 

Pessimists 
hide prices have caused a run on 
them by foreign that ex- 
ports of hides are up 50 per 
over a year ago; and that they are 
shipped to England, 
Italy, fabricated and 
the United States for sale at prices 
still 
duced shoes. Shoe imports are up 
66 per the first four 
months of last year, they add, and 
hide make the 
even more profitable. 

Most wanted for 
delivery are casuals in straws, 
fabrics, sandals and thongs. 
dress 


say lower domestic 
buyers; 
cent 
Japan, and 
returned to 
domestically 


lower than pro- 


cent over 


lower prices deal 
current 

gay 
Most 
white, 
the 


spectator 


styles 


shoes are 
pumps 


two - toned 


wanted 


closed, needle-toe and 
traditional 


pump. 


St. Louis Producers 
Face Labor Shortage 


ST. LOUIS—Plants of St. Louis 
shoe manufacturers have wound up 
the spring-summer season and now 
are face to face with the heavy seg 
ment of fall and winter production 

Generally speaking, orders on thé 
little 


but 


books are given as even or a 
last 


barely even with last vear on dollar 


ahead of year on pairage, 


There has been wide variance 
of activ 


sales 
between factories in 


ity Va 


completed 


pace 


ation periods have been 


for the most part, al 


though at least two medium-sized 
firms begin their “two weeks with 
pay” on July 1. 


‘ 


Labor Shortage—Paramoun 
“getting the 
firms say, is the 
When 

blanket Vacations 


some employees were missing. Re: 


problem in ball rol 


ing,” shortage of 


«killed 


opened 


labor factories r¢ 


after 


ignation reasons included advanced 
age, failing health, and, for younget 
men, job switch Some workers 
moved over to other shoe 


ved out of the shoe 


ompanies, 
others m manu 
facturing field altogether 

A steady 


classified 


string of help wanted 
has 


Louis newspapers 


ads shown up in St 


According to the 


spokesman for a firm specializing 


in shoe factory personnel place 


the number of these 
for this 


that most serious 


ment, sizable 


ads is just about normal 


season. He reports 
shortage is with cutters who “hang 
on for years and years” then resign 
suddenly following vacation weeks 
Clicking machine operators are also 
in great demand here 

The employ- 
that 
com- 


Few Young Cutters 
has 
young cutters 
He feels that 
some incentive to attract 
but that 
not gone out after young men con- 
He 
advertising for trainees rather than 


ment specialist observed 


few if any 


ing 


are 
along there is 
new cut- 


ters, manufacturers have 


sistently advocates producers’ 
advertising for trained help. 

It is expected that the skilled labor 
shortage problem will be ironed out 
before factories get into full stride 
on fall production. 
and Shoe 
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Salesmen on the Road 





by VIVIAN 


NSTA Plans Convention 

THE Hamilton Hotel, Chicago, 
again will be the setting for the 
annual convention of the National 
Shoe Travelers’ Association, Octo- 
ber 20 and 21, just preceding the 
Nationa! Shoe Fair in Chicago. Ed- 
mund J. Trench, secretary and man- 
aging director, said reservations are 
still coming in for the golden anni- 
versary party at the Chez Paree on 
October 21. 

“We do not program 
scheduled for this event,” said Mr. 
“but the Chez Paree will 
have a nationally-famous artist to 
its floor show. Need more 


have a 
Trenc h, 


headline 


be said : 


WCSTA’s Chief Executive 
VETERAN 
shoeman at 


traveler Ed Pankau 
age 16, a 
salesman on the road at 21. Today 


became a 


he travels for Sport Specialty Shoe- 
makers, Inc., of St. Louis, and 
serves also as president of the West 
Shoe Travelers’ 
been in the business 
my entire working life,” Mr. Pan- 
kau says. “I started in clerical work 
for the old Peters Shoe Company 
before it moved into the In- 
ternational Shoe building in St. 
When he became a traveler 
later, he the com- 
pany'’s youngest man on the road. 

Ed Pankau joined Brown Shoe 
Company in 1930 salesman, 
later becoming a franchise stores 
fieldman under J. O. Moore. When 
Mr. Moore left Brown, Mr. Pankau 
moved up to take charge of the com- 
pany’s franchise stores in 1937. He 
left Brown in 1945 to take charge of 
the Styleez and Easy-Goers divi- 
sions of the old Selby Shoe Com- 


pany in Portsmouth, O. 
o * o 


Coast Associates. 


“T've shoe 


was 
Louis.” 


five years was 


as a 


THE move westward came in 
1950. Mr. Pankau and his family 
settled in California, and in the fol- 
lowing years he traveled for several 
firms in the West. He joined Sport 


July 1, 1960 


C. ANDERSON 


Specialty Shoemakers two years ago 
when that company decided to place 
a man on the coast to handle west- 
ern division sales. Working out of a 
permanent office and sample room 
in Los Angeles’ Alexandria Hotel, 
Ed Pankau now covers the Denver- 
West territory for the Sport Spec- 
cialty and di Porto divisions. 

For seven Shoeman 
kau has found time to serve actively 


years, Pan- 


WCSTA HI-JINX—This was the scene as 
Ed Pankaw took office as president of 
the West Coast Shoe Travelers. That's 
Jack Evans of Joyce, Inc., placing the 
crown on Mr. Pankau's head. 


in the West Coast Shoe Travelers. 
He was elected second vice-presi- 
dent in 1958 and moved up to first 
vice-president in 1959, tak- 
ing over the presidency this year. 
He’s also on the board of the West 
Coast Footwear Foundation, the job 


before 


training program carried on in Los 
Angeles. 
a am 

HOBBIES? Like 
successful traveler, Mr. Pankau 
lists “selling first among 
his avocations. Other preferences: 
woodworking (“I’m a pretty good 
cabinetmaker”) and golf. 

He and his wife Loreta have a 
son and a daughter, both married, 
and 11 grandchildren. Their 
helps build missiles; their daughter 
is the wife of a stock broker. 

“We enjoy California in a com- 
fortable home with swimming pool 


many another 


shoes” 


son 


Send contributions to: Mrs. Vivian Anderson, Salesmen on 
the Road Dept., 995 Lombardi Lane, Lakewood 15, Colo. 


and all that goes with it,” Mr. Pan- 
kau says proudly. “My wife is very 
active in the Valley Committee for 
the Los Angeles Philharmonic So- 
ciety. In fact she’s a past president, 
and music is definitely one of her 
hobbies.” 


Remember Resort Shoes 

HOW the salesman can book more 
and larger orders by placing empha- 
sis on the fast-growing demand for 
all-year-round resort footwear is ex- 
plained in Volume 2, No. 5 of Inde- 
pendent Shoemen’s educational se- 
ries, recently issued. 

Pointing out that resort travel is 
no longer confined to any one season 
of the year nor only to people in the 
brackets, the 
examine 


higher-income lesson 
closely 


market 


urges retailers to 
this 


(sé¢ 


newly emerging mass 
page 49 


Salesmen in turn are advised to 
participate actively in educating the 
retailer to the fact that a 


shoe stock can no longer consist of 


resort 


a few pairs of playshoes—that with 
high-speed travel only a few hours 
separate us from “the extremes of 
summer resorts and winter resorts.” 

Retailers, it is pointed out, will 
need some practical advice from the 
salesman in planning their buying. 
Men on the road, says Independent 
Shoemen, should first determine local 
or nearby resort requirements of 
of their and then 
“widen the scope to include easily 


each accounts 
accessible popular resort areas and 
the for Also include 
a few of the far-away ‘wonderlands’ 
that appeal to travelers.” 

Retailers then should 
how to divide up their 
calendar-wise so that they may offer 
their customers well-spaced, timely 
promotions of shoe types that will 
fit best into each. 


seasons each. 


be shown 


program 


Here and There... 

Ed Ward, Jr., Peters division (In- 
Shoe Company) 
man out of Dallas, got a Father’s 
Day present better even than a gift 
certificate for shoes! He and 
his wife became the parents of a 
baby girl. 


sales- 


ternational 


new 





Salesmen e Suppliers 





Gotham Extends Its Use of Vinyl Uppers in Athletic Footwear 


Gotham's success with vinyl fabric beseball shoes will result in introduction of ice skete line with vinyl fabric 


BINGHAMTON, N. Y.—Gotham 
Shoe Manufacturing Company is 
offering, for the first time, a com- 
plete line of ice skates made with 
vinyl fabric uppers. 

The introduction of vinyl fabric 
material in the skates, 
said a company spokesman, came 
result of the sales 
and Little League 
baseball shoes introduced 
early this year He said that 
Gotham’s two styles of vinyl fabric 


upper ice 


success of 
viny! 


asa 
men’s 
fabri ; 





‘Copter Carries Hamilton 
Officials to Celebration 


ST. LOUIS—To demonstrate that 
miles measured in to- 
day, a helicopter transported C. D. P. 
Hamilton III, president of Hamilton 
Shoe 
from 
June. 

Occasion for the trip was the cele- 
bration of a full year of operation 
for Hamilton Shoe’s Penaljo plant 
in DeSoto. Marking the anniversary, 
the of the firm 
held dinner in the 
DeSoto mem- 
commu- 


are minutes 


associates 


Mo., in 


and his 
DeSoto, 


Company, 
julIs to 


St. Le 


Penaljo division 
and 
for 


local business 


( pen ho ise 
factory 


the 


about 50 
bers of 
nity 
Mr. Hamilton made the trip via 
helicopter to impress upon the em- 
the of the plant 
to the parent company in St. Louis 
“With modern transportation,” he 
said, quick and to 
reach the plant in DeSoto by air as 


ployees closeness 


“it is as easy 
it would be to travel through traffic 
to a second plant within the 
of St. 


city 
Louis.” 
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as ties t 


== 4 
conn 


~ 
tes 


baseball shoes outsold all six of 
the other styles. In fact of 
these shoes were greater than sales 
of all athletic shoes. 

The firm also manufactures viny! 
fabric majorette boots. These are 
already on the market. 

Gotham was the first 
footwear manufacturer to 
Federan vinyl fabric upper mate- 
Federan is a product of Fed- 
Belleville, N. J. 
Richard G. Post, 
Federal In- 

combines 


sales 


athletic 
adopt 


rial. 
eral Industries, 

According to 
executive assistant at 


dustries, the material 


uppers. 


durability and lower-than-leather 
prices. Federan is tested for re 
sistance to heat, cold, fading, abra- 
sion, cracking and straining before 
it is supplied to any manufacturer 

It has certified the 
United States Testing Company and 
commendation by 


been by 


awarded 
Magazine 


been 
Parents’ 

The 
by Gotham have been approved by 
Little Baseball, Inc., 
tioning of all 
League leagues in 
U. Ss 


vinyl fabric baseball shoes 
Sanc 
Little 


the 


League 
authority 


teams and 





25 Years a Wholesaler 


Lester J. Pincus (right), president of 
the Lester Pincus Shoe Corporation, New 
York wholesaler, is presented with 
plaque from employees marking his 25th 
anniversary in the popular price wo- 
men's shoe business. With him are Judge 
David Malvin (left! and Benjamin Green- 
blatt, general manager of firm. Officials 
of Retail, Wholesale and Department 
Store Union, AFL-CIO, took part. 


St. Louis Plant for Clayman 
SALEM, MASS 
& Sons, 


the well 


Philip Clayman 
of Salem, which produces 


known line of Philson in 


nersole strips, has opened a new 


plant at 4525 Gustine Ave., St 
Clayman, 


the 


Louis. 
of the 
completed building is a single-story 


Henry president 


company, said recently 


of brick and glass cover 


structure 


35.000 feet on a two 


ing 


square 
acre tract 
Coast Ballet Is 10 Years Old 
HOLLYWOOD, CALIF Coast 
Ballet Manufacturing Company 
10th 
slippers for profes 
The 


nationally 


has 
its 
ballet 


well as 


completed year as a pro 


ducer of 
sionals students 


as 


shoes are distributed 


through shoe and department 
stores 

The company’s line now also in- 
of 
to 


berger, vice-president. 


cludes six styles square dance 


shoes, according Manny Under- 
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Urethane Heel Lifts 
‘Rescue’ Virginia Prom 


MINERAL, VA. High school 
students in this Virginia com- 
munity almost didn’t have a spring 
prom this year. But a Missouri heel 
maker came to their rescue. 

The problem arose as another il- 
lustration of the stiletto heel para- 
dox |Recorper, June 15]: women 
and teenagers love ‘em, but they’re 
often hard on floors—including the 
highly finished gymnasium floor in 
the Louisa County High School at 
Mineral. 

To keep the surface unscarred, 
School Principal W. Mere- 
dith ruled: “No spike heels on the 
gymnasium floor.” 

The 


Dean 


was 


the 


reaction 

go to 
high heels?” 
When a newspaper wire 
word of the dilemma, 
H. Slosberg of the Silent- 
division of Missouri Wood 
Heel Company read of the girls’ 
plight. His had recently 
introduced a new toplift made with 
Adiprene Adi- 
prene, a de- 
to 
enough to 


students’ 
quick: “Who 
prom without 


wants to 


service 
carried 
Robert 
Step 
company 
urethane rubber. 
Du Pont material, is 
tough 
abrasion, but resilient 
take up the of 
thus eliminating dents or scratches. 
Mr. Slosberg telephoned Princi- 
pal Meredith, offering to replace 
the offending toplifts of any girl 
who planned to go to the prom. In 
Mineral, he replaced 
some metal toplifts with lifts 
made of Adiprene mounted on slim 
dowels which hold them firmly in 


scribed and resistant 


as 


impact each step, 


two trips to 


60 


place and reinforce the heels. 
The dance was held on schedule. 
The floor came through admirably. 


Southeastern Trade Group’s Officers at Annual Outing 


Nashville, Tenn., which featured golfing, entertainment and prizes. 
left: Ben Thompson, Brockton Heel Company, vice-president of SESTA; 


+ 


Seated, from 
i DBD. 


Scott, formerly of Genesco, Inc., treasurer; Candler Butler, Genesco, vice-pres- 

ident. Standing, left to right: Bob Turrentine, Acme Boot Company, vice-president 

Merrill Stone, manufacturer's agent, secretary; Horace Beaven, manufacturer's 
agent, president, and Clay Caroland, manufacturer's acent, vice-president. 





Compo Markets German 
Line of Shoe Machinery 


WALTHAM, MASS 
Shoe Machinery Corporation 
been appointed United States 
representative for the O.M.I.C. line 
of shoe machinery, made in 
many. Servicing of these machines 
will also be handled by Compo and 
stock will all 
Compo district offices. 


( ‘ompo 
has 


sales 


Ger- 


parts be available at 
Set up in a truck, these machines 
that 


tory executives can see them in op- 


are now on tour so shoe fac- 


WELLCO SHOE CORP. Waynesville, North Carolina 


July 1, 1960 


Attracting the most atten- 
tion at the North American 
Factory Management Conference, 
where the line was first shown, were 
the cement heel seat laster, pulling- 
over and toe lasting machine, insole 


eration. 
recent 


molding machine and the backpart 
forming counter molding ma- 
chine. 


and 


© Westcott Sales Company, St. 
Louis, has been named sales repre- 
sentative for S. Starensier, Inc., 
Haverhill, Mass., man- 


converters. 


shoe fabric 


ufacturers and 


A BETTER FIT FOR 
MORE CUSTOMERS 


WITH l 3 THE INVENTORY 


THAT MEANS A BETTER PROFIT FOR 
TOU 65: 

Tingley Rubber Footwear is stocked 
for you by a nearby distributor. 


TINGLEY 


RUBBER CORPORATION 
ORS I SE 
RAHWAY, NEW JERSEY « Established 1896 
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Personnel 





CLARENCE |. BANGS 
romoted 


JOHN M. TATICH 
Appointed by EJ 


Promoted... 


Clarence I. Bangs, to 
sales consultant for Dunham Bros. 
Company, Brattleboro, Vt. He con- 
Red Ball 
Southeastern Massachusetts 
Rhode Island 
as consultant to 


executive 


tinues as salesman in 
and 
also serve 


and will 


the company and 


to individual salesmen, with em- 
phasis on promotional planning. 
Harry Albert, from assistant con- 
controller of Wohl Shoe 
Louis. He will 


Henry J. Serth, vice-president in 


: 
troller to 


assist 


Company, St. 


charge of fiscal functions. 


Marvin H. Shapiro, to assistant 
buyer of women’s and arch 
shoes in the Columbus, O., head- 


quarters of Shoe 


sports 


Corporation of 
America. 
Harry J. Peterson, to field sales 
anager, shoe trimmings, for North 
Judd Manufacturing Company, 
his headquarters in St 
has 
nanager in 
firm’s Anchor Brand prod- 


Louis. 


10 years he been central 


St. Louis 


] 
Saies 


Elected... 


Carl J. Seifert, Sr., a vice-presi- 
dent of Amphenol-Borg Electronics 
Corporation, Ill. He 
was formerly president of the com- 
pany’s Borg Fabrics division. 


Broadview, 


Appointed... 


John M. Tatich, field sales man- 
ager of the Endicott division of 
Endicott Johnson Corporation, En- 
dicott, N. Y. He will supervise 49 
sairesmen and five trainees 
ing independent retailers in the At- 
lantic Seaboard area, except metro- 
New York, Boston and 


servic- 


politan 


60 


bd 


DICK BOSMAN 
At Milwoukee Shoe 


RICHARD SHOMAKER 
Monufacturing Head 


Philadelphia. He has been with EJ 
since 1943. 
Sandy Farkas, 
charge of merchandising for Sher- 
man Bros. Shoe Mfg. Corporation, 
Mass. He 
tant sales manager of the Judy 'n’ 
for three ye 
Richard Shomaker, general man 
ager of for G. R 
Kinney Corporation, with his head 
Pa. He was 


superintendent 


vice-president in 


has been assis- 


Lowell, 


Jerry line ars 


manufacturing 
quarters in Carlisle, 
formerly general 
Logan Flanary, sales representa 
Brockton, 
Mass., covering Virginia, West Vir 
ginia, Kentucky 
with Kingsport, Tenn., as 


tive for Promette Shoes, 


and Tennessee, 
his base 
Harry Meyers, sales representa 
for Promette 
Southeast as far north as 
including North 
Montgomery, Ala., 

Arthur Bender, sales 
for operating 
between Denver the West 
Coast. His home is in Santa Mon- 
ica, Calif. 

Maurice Gribbon, 
sentative for Promette Shoes, cov- 
Washington, Idaho 
Portland, Ore., 


tive Shoes, traveling 
and 


with 


the 

Carolina, 
as headquarters 
representa 
tive Promette Shoes, 
and 


sales repre- 


ering Oregon, 
and Montana, with 
as headquarters 

Eugene Lee, sales representative 
for Promette Shoes in Puerto Rico. 

Danny Wendorf, represen- 
tative for Kowa American Corpora- 
tion, New York, and Northeast 
Footwear, Brushton, N. Y., assist- 
ing Ben Orlick in sales throughout 
the U. S. 


sales 


Joe Zion, sales representative for 
D. Myers & Sons, Baltimore whole- 
saler, covering Florida and South- 
Georgia in addition to his 
previous territory of Alabama, 
Mississippi and parts of Georgia. 


ern 


PAT WHEELLESS 
Resigning 


SHELDON GILBERG 
Chief Engineer 


He succeeds Oscar W. Hacker, who 


after 35 
Zion Is 


with 
up 


resigned 
Mr 


has years 
the firm 
Arkansas 

Dick Bosman, sales representa 
tive for Milwaukee Shoe ( 
at the 


offices in Sturgeon Bay, Wis 


giving 


ompany, 
with his headquarters home 


Russell Bibeau, if the 


display 


manager ¢ 
division of Freeman Shoe 
Corporation, Beloit, Wis. Robert 
Owens, staff artist-designer and as 


sistant to Mr Bibeau 


Sam Gianino, sales 
for 
Shoe Company, St. Louis, 
Nebraska, the 
and Wyoming 

Ed 


for 


representa 


tive Risque division, Brown 
covering 


Colorado, Dakotas 


representative 


Shoe 


sales 


Moran, 


Risque division, Brown 


Company, covering Delaware and 
Eastern Pennsylvania. 

Currie (Sonny) Kellam, sales rep 
resentative for Tober-Saifer 
Manufacturing Company, St 
North and South 
lina. He makes his home in 
ville, N. C. He 
Karesh, who has resigned 

i ol (Jay) May, sales representa 
tive for Restep Shoe Corporation, 
New York, and for the Hon-eze line 
of Casual-Craft Footwear Company, 
Dallas. He will cover Texas, Okla- 
homa, New Mexico Arkansas 

Byron Chappelle 
Crownover, 
for Kemp Shoe Company, Denver 
wholesaler. Mr. Chappelle will cover 


Shoe 
Louis, 
Caro- 
Ashe 
Harold 


traveling 


replaces 


and 
Kenny 
representatives 


and 


sales 


Denver and part of Colorado, and 
Mr. Crownover will travel Western 
Kansas and the rest of Colorado. 
Anthony Daicar, 
footwear sales for Bata Shoe Com- 
pany of Canada, Ltd., Batawa, Ont., 
including the general sales, import- 
export and “Encore-North Star” in- 


supervisor of 
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Where to Buy 





JOBS 


JOBS 


JOBS 








IRVIN RUBIN 


Highest Prices Paid 
Complete Shoe Stocks 





Men's, Women's and Children's 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


The House of Jobs 


Will Buy Your Close Outs 
Short Leases Assumed 








the 
of the gen- 


stock 
John Moore, in charge 


divisions of 


eral sales division, succeeding Mr. 
Daicar 


Fred Hollmann, in charge of the 


“Encore-North Star” in-stock divi- 
ion of Bata Shoe Company of Can- 
ada, Ltd., succeeding the late W. H 
Ansley 

R. J. Donabie, 
import division of Bata Shoe Com- 


of Canada, Ltd 


in charge of the 


pans 
Frank J. Smith, sales representa- 
tive for A. J 
Chicago jobber, carrying the Moon 
Moon Mocs lines in 
lowa and Nebraska. 
Sheldon R. (Bob) Gilberg, chief 
engineer of Fred W. Mears Heel 
Inc., Lawrence, Mass. 


Bergren Company, 


Beams and 


Minnesota, 


(Company, 

John W. Daggett, manager of 
the Milwaukee for 
A. C. Lawrence Leather Company, 
Peabody, Mass. 


in 1958 


, 
sales district 


He joined the firm 


Gilbert J. Boulton, sales 
sentative for the shoe product line 
of Walter L. Johnson Company, 
Endicott, N. Y., in addition to rep- 
resentation of the Dewey & Almy 
division, W. R. Grace & 
Company, Cambridge, Mass. He cov- 


repre- 


Chemical 


ers Maine, New Hampshire and Ver- 
mont for both companies. 


Ray Ettle, sales representative 
for Ward & Kennedy Company, 
Milwaukee, agents for the 
Bixby Box Toe Company, Haver- 
hill, Mass. He and Floyd Kerr will 
sell the Bixby line in the Milwau- 
kee territory. 


sales 


Bryon Huff, sales representative 
for Trimfit Hosiery, New York, 


July 1, 1960 


company. 


For Over 45 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 


he OF by 








MOSINGER-COHN 
235 Woosh gror Sr 1 ‘cn al?) 


MA 1-3363 





traveling Kansas, Oklahoma and 


Western Missouri. 
Resigning... 


Wheelless, as 
and 


Pat 
dinator advertising director 
for Stephens & Shinkle 
Shoe Company, St. Louis, effective 
July 15. A successor has not been 
named. She and her husband, Rich- 
ard Goldman, Woh! Shoe Company, 
expect their first child in December. 


fashion 


coor- 


Johnson - 


Retiring... 


A. F. Owen, from Latex Fiber In- 
Inc., Beaver Falls, N. Y., 
makers of latex-impregnated 
bonded-fiber materials used 
shoe industry, after 41 vears’ ser- 
vice with United States 
Company and Latex Fiber Indus- 
tries. He spent 27 years as general 
manager and the last two years as 
vice-president of Latex Fiber. 


dustries, 


and 


in the 


Rubber 





You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 


While in town see We! 


New York Sample Room 
138 Duane St., NYC f 
Quality xhocan since '32 Z 


M..K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Lovis 3, Missouri 





BOX HANDLERS 





LONG ARM* 


The o//<ient box hendter 


Long 
Ladders 
Shorten 


LIVES 


Let Long Arms reach 
the high shelves for 
you and avoid Qiss 
and heart strain. long 
Arms with 24 26 
48"' and 60" handles $3.95: with 72" handles 
$4.95. Postage prepaid in USA. What length do 
you need? Specify if for men's or women's boxes 
Your jobber or 


CARL BEEMAN 


Cedor Heights Rd Stamford, Conn 














Transferred... 


Glenn O. Trent, from superin- 
tendent of Brown Shoe Company’s 
Savannah, Tenn., factory to super- 
intendent of Brown’s Trenton, 
Tenn., warehouse. He_ succeeds 
C. P. Shay, who left the company. 
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Prize Winners Named in Boston Golf Tourney Acme Boot Ad Takes Award 


BOSTON—Some 230 players par- 
ticipated in the Boston Boot and 
Shoe Club’s annual golf tournament 
at the Wollaston Golf Club in Wol- 
laston, Mass. The Frank C. Dono- 
van Memorial Bowl, offered by the 
club to the member with the lowest 
net, was awarded to James McGin- 
nity, who carded 82-61. Low gross 
among all the golfers was turned in 
by Ed Connell, who shot a 70. 
was a silver bowl. 


Prize 


Other prize winners were: 

Low gross, manufacturers’ division 
—Benny Bernard, Francis Shields, 
Tommy Noone, George Allen, Al Ko- 
val and Robert Ornsteen. 

Low net, manufacturers’ division— 
Larry Flint, Jim Adams, Peter Arthur, 
Sumner Gerstein, Richard Barry, Ir- 
win Katz, Howard Heller, Harold Ma- 
son, Charles Shapiro, Orrin Hall, Ralph 
Stitilis, Ned Stanley, Louis Klamberg 
and Ted Ferret. 

Low 
Remis, 


Peter 
Shuman, 


division 


Mike 


leather 
Slattery, 


gross, 


John 


~ 


Henry Buffalino, Arthur Vietze, Rob- 
ert Slattery and Bob Remis. 

Low net, leather division — Ed 
Sweeney, Harry Whiton, James Pope, 
George Southwick, S. W. DiMeo, W. P. 
Ellison, Mert Tarlow, Stanley Robin- 
son, George Kitchen, Elcana Peterson, 
Frank Gould, Abe Horowitz, John Ver- 
gobbe, Robert Goodspeed, Ed Piselle 
and Charles Sweeney. 

Low gross, allied division—Joe Cor- 
coran, John Filoon, Fred Newman, Al- 
len Clapp, Bob Gorevitz, Woody Foss, 
Pete Ptak and Frank Mersky. 

Low net, allied division—Gus 
drot, Robert Murphy, Leigh Quinn, 
John Herbin, Tim Welch, Lee Hart, 
Joe Greene, Bud Durant, Bob Blackler, 
Abe Aisner, Jack Ousley, Charles Ma 
son, Steve Uchman, Jack Wind, Gor- 
don Scott, Sr., and Hyde Mitchel. 

Prizes in the guest division went to 
Ted Silverman, with a low gross of 73, 
and Ted Scheft, with a low net of 
83-68. 

The committee requests that prizes 
be picked up at the offices of the Turf 
Hugger Corporation, 85 South St., 
Boston. 


Beau- 





Nylon Velvet Coordinated 


Coordinated shoe—by Mademoiselle— 
and handbag—by Koret—in tartan grzen 
Nylovel by Martin Fabrics, New York, 
signify new, important uses of nylon 
velvet in bags and belts of all types co- 
ordinated with shoe styles. Note that 
handbeg has leather handle and sides. 


Canvas Footwear on TV 
WATERTOWN, MASS. “p-F” 
canvas footwear for the entire fam- 
ily is being presented to winners of 
the “Fun for All 
program shown every Saturday on 
WHDH-TYV in “p-F” 
vas footwear is made here by B. F 
Goodrich and Hood Footwear Prod- 


ucts. 


Ages” bowling 


Boston. can- 


® Barton Shoe Company, Colum- 
bus, O., has been appointed Central 
Ohio for Shaw 
shoes, according to M. T. Shaw, 
Jr., president of M. T. Shaw, Inc., 
‘“oldwater, Mich. The line includes 
for work, 


wear in the $10.95 to $14.95 


distributor men’s 


styles casual and dress 


retail 


price range. 


NASHVILLE, TENN.—A _ con- 
sumer magazine ad of Acme Boot 
Inc., Clarksville, Tenn., 
took first award for “design of a 
complete advertising unit” at the 
annual Nashville Arts Festival. The 
contest covered any kind of adver- 
tising in which art is used. Acme’s 
spread, headlined “You 
name it . your Acme dealer has 
it!,” was submitted Harold E. 
West, vice-president and art direc- 
tor of Doyne Advertising Agency, 
Inc., Nashville the 
Acme account 


Company, 


two-page 


by 


Dovne handles 


Stronger Cushion Material 
CINCINNATI A Airfoot 
material, which is 


new 
shoe cushioning 
said to give greatly increased tensile 
elongation character- 
debut 


manager of 


strength and 


istics, made its recently 

J. B. Emack, field 
sales for Goodyear’s Foam Products 
division, said the product also has 
improved permanent set and better 
flex-life. Mr. Emack Ail 
foot “more porosity any 


other shoe cushioning” and is 


claimed 
than 


‘three 


has 


times lighter than other materials 


used for shoe ( ushioning ‘4 


® Shain & Company, Inc., Boston 


has been named 
for 
according to an 
Shoe Products Sales Com- 
pany, St. Louis, and The Ohio Rub- 
ber Company, Willoughby, ©.. de 


Shain will dis 


convertor, 
] 


SAICS 


fabric 


national agent Orthane 
toplifts, 


ment by 


announce 


veloper of Orthane 
tribute Orthane Superlifts on stee 
dowel and Orthane regular lifts for 
Warehousing 


> 
Bost iT and 


nailed application 


will be maintained in 


St. Louis 





ments, on and off the road. 


news 


MRS. 
SALESMEN 





To All Shoe Trarcelers 


“Salesmen on the Road,” a page for and about the 
traveling man, has returned to the Recorper. It con- 
tains news and sidelights about travelers’ organizations 
as well as the individual salesman and his accomplish- 


It’s the traveling man’s own page, and the Recorper 
depends on the traveler to keep up a steady flow of 
If you have a news item, write to: 


VIVIAN ANDERSON 
ON THE ROAD DEPT. 
995 LOMBARDI LANE 
LAKEWOOD 15, COLO. 








IMPORTANT NOTICE TO SUBSCRIBERS 
Changes of address require four weeks’ notice. 
Notify your Postmaster and BOOT AND SHOE 
RECORDER Circulation Department at the earliest 


possible moment. 


When ordering 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 


into effect with a minimum of delay. 


change, please INCLUDE IM- 
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Wanted to Purchase 











TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women’s, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Usion City, N. J. 


Phone or Wire Collect 


UNion 3-6413 








BARIS BUYS for CASH 
Quick decision on your offers of discontinued aad 
BARIS surplus men's, women's and children's shoes. 
Also complete stores considered 
Samontiation "inees debs te Plee Shoes Prom Fiee Seerces Since 1931 


19-81 Reade St. * New York 7,0 ¥. © Tek Worth 2-5198 





B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS 
COMPLETE SHOE STOCKS 
LEASES ASSUMED 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone of wire 
collect 


aediy shoes, complete } 
surpluses or closeouts 
from manufacturer 
or retailer. 
Quality shoes since 1932 


M. K. WEIL 
Shoe Company 


1215 Washington Ave., St. Lovis 3, Mo. #. 
CE. 1-3762 


SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


or er — fast ae- 
aoe, ali my men's, 
women's nd childre s shoes. 


Ye me FOR OVER 45 YEARS 


MOSINGER - “COHN 


Ma 1-3363 











WE PAY MORE fo -ausc WE ARE RETAILERS 








WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlaut 56-2042 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max \. Meltzer, Pres. Ivanhoe |-9630 























KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 

ODDS AND ENDS 

Men's, Women's, Children's Shoes 

and Rubber Footwear 
Buyer available within 24 hours after contact Seth Gaffin Shoes 
KELLY SALES INC. waren aa 
1139-41 South Jefferson Chicago, Illinois NE\ 13. N. Y. 
Phone or Wire Collect Wabash 2-3797 
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Classified and Want Ads 


WANTED TO PURCHASE SALESMEN WANTED 


FIRST CALL.... EDDY THOMAS SHOES FOR MEN 




















Nationally Advertised in EBONY—PLAYBOY 


We're always ready to BUY your Megazine immediate openings in these 


So. Iiinols; Louisione 


* COMPLETE STOCKS °* CLOSE-OUTS Mississippi; Terex: | Colifornia; Washington 


Oregon. Enclose photo, resume references to 


° CANCELLATIONS BRILLIANT BROTHERS COMPANY, Boston 11, Mass 
GET TOP DOLLAR °* SPOT CASH 
Phcse er Write EDDY SHOE CO. 132 N. 4th St. \. VIRGINIA 


SALESMEN 


WA 5-9533 or WA 5-3927 Always Reliable Phila. 6. Pa. wo CAROLINA, SO. CAR 


GEORGIA FLORIDA at 
rgest Wholes 

















M. STOFF and Co. WILL BUY 

CASH FOR SHOES ANY PART OF YOUR SHOE STOCK; 1 a 

Closeouts—Complete Stores Men's, Women's, Children's. et a Bi “yaadhgp armor 
Phone or Wire Collect DEAL SHOE COMPANY 

OSCAR TRAISTER SHOE COMPANY treet 1. Pens 


sad et ee wow Sot y 207 Essex Street, Boston, Moss 




















INSTOCK WORKSHOE LINE 


WANTED HIG H STYLE SHOE STORE 


competit be vn he -“c. LORD ‘46544 Po HELP WANTED 


2 Avenue Riverside, Califor: 











MILWAUKEE SHOE COMPANY 
FOR SALE _ PATTERN MAN STURGEON BAY, WISCONSIN 


Eexperile ed Patter Mar 

















Dress Shoe wanted by 


WHOLESALE MEN’S SHOES AND SHOE —¢ Manufactur p o 
NDINGS BUSINESS FOR SALE. RB bis fanufactu : ; 
ales vears y sme of experience in first letter 


Reply te Box 745. BOOT & SHOE RECORDER 
1221 Leewst Street, St. Lewis 3, Mo 











HIGH GRAD WOMEN'S FOOT 
MANUFACTURER interested i 





CLASSIFIED econ 


EXPERIENCED 


ADVERTISING RATES nfgeturimg. Ladies’ "High “Fashnon Sho 
UNDISPLAYED ply to Rox ai * Sion "Recon SALESMEN 
20¢ a word . —— Se ee 


Sales "aad tal on in the New York Me 








We are therefore seeking 


Minimum (18 words) . .$3.60 FOR SALE fon aren. We are Maree somg 8 
Box number, extra... .$2.40 stim his a blished son Foe 


amd: tious $$ and conscientious we want 


Your name and address 
and need you to sell our fast growing 


charged at word rate. FOR SALE ao aft lelente’ ent Chitieen’e Gains tetnatione 


Street number one word Shoe Store, Established 27 years. Men's - yoy a vera! Commission. ries 
and Women’s Famous Brands. 100°+ loca on OF Witte 


tion in Rhode Island City. Must Sell EDMOR SHOE MFG. CO. 
DISPLAYED Iliness 1234 Carpenter St.. Philo. 47, Pa 


Reply te Box 746. BOOT & SHOE RECORDER 

$16 per inch Chestnut & 56th Streets, Philadelphia 39, Pa HOward 7-1213 
eae ~ words te the ESTABLIS HEI » LADIES SHOK STORE 
inch. All material must be in FOR SALE. idvertived Lines. Ea 
our office 20 days prior to right x 
publication date. 








compiete 























SIDELINE SALESMEN WTD. 





SALESMEN WANT 

NOTICE: ag ety oe Pie 
Classified Advertising 100% lor Mod 
is payable in advance right or will scveet well xperienced working 











Boot and Shoe Recorder 





Empire State Show Dates Set 

SYRACUSE, N. Y.—The Empire 
State Footwear Association, Inc., 
has scheduled its next show and 
convention for January 15-17, 1961, 
at the Onondaga Hotel, Syracuse. 
General chairman will be Bruce 
Quimby, sales representative for 
Bates Shoe Company. He will also 
head the nominating commitee for 
the association's election of officers 
and directors. Plans for the show 
will be completed at a meeting of all 
show committees and the associa- 
tion’s officers this fall. 


Ripple Sole in Spain 

DETROIT 
tion has licensed a Spanish rubber 
firm, J. Condina Villalonga of Bar- 
celona-San Andres, to manufacture, 
use and sell resilient soling under 
the American company’s patents 
and trademarks. Leonard Hack, 
president of Ripple Sole Corpora- 
tion, said the manufacture of the 
necessary molds to produce Ripple 
Soles will start immediately. 


MERCHANTS’ NEEDS 


Ripple Sole Corpora- 








PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 











VINCENT EDWARDS & CO. 

World's Largest Advertising Service Organization 

342 Madison Ave., New York City 
Please tell me more about your news- 


peper ed clipping service and special 
short term trial offer. 


Name 
Company 
City... 











VINCENT EDWARDS & CO. 


342 MADISON AVENUE 
NEW YORK CITY 
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Index to Advertisers 


This index is published as a convenience 


Acme Boot Company, Inc. 


Adams Brothers, Inc. 


B & R Shoe Co. 
Barclay Shoe Company 
Baris Shoe Co. 

Blue Star Shoes, Inc. 
Brooks, Wm. Shoe Co. 
Brown Co. 


Brown Shoe Company 


Camitta Shoe Co. 
Colonial Tanning Company 


Third Cover 


Eby Shoe Corporation 
Eddy Shoe Company 
Edwards, Vincent, Company 


Endicott Johnson Corporation 


Foot-So-Port Co 


Freeman Shoe ( ‘orp. 


Gaffin, Seth, Shoes .. 
Gerberich-Payne Shoe Company 
Back Cove 


Gotham Shoe Mfg. Co. 


Hempstead Shoe Company 
Hubschman, E., & Sons, Inc. 


Second Cover 


Irving Tanning Company 


Jarman Shoe Company 


Kangaroo Tanners 


Kelly Sales, Inc. 


No liability is assumed for errors or omissions 


Long Arm 


Lucky Sales Co., Inc. 


Miller Shoe Company 


Mosinger-Cohn Shoe Co. 


Polish Products Skorimpex 


Potvin, R. J., Shoe Co. 


Front Cover, 4 


Precision Shoe Company 


Prime-Tex Corporation 


Rubin, Irvin 


Scholl Mfg. Co., The ... 
Scott Foot Appliance Co. 
Stoff, M., & Co. 


Tingley Rubber Corporation 
Topps Shoe Store 


Traister, Oscar, Shoe Company 


United Shoe Machinery Corpo- 


ration ea - 


Vaisey-Bristol Shoe Co. 


Viner Bros., Inc. 


Weil, M. K., Shoe Co. 
Wellco Shoe Corporation 
Weyenberg Shoe Manufactur- 


ing Company 











“ 


a 
— 
_ 
- 
—_ 
= 
a 
= 
por 
S 
il 








Torture tests prove SUDERGRIP ® Cements Your Best Bond Buy! 


Torture testing SUPERGRIP cements on this flexing machine is just 
one of the ten different quality control checks you get when you specify 
SUPERGRIP cement. This torture test subjects the cement film to far 
greater wear and tear than your hardiest customer could ever give... 
your positive assurance that SUPERGRIP cements are carefully 


manufactured to safeguard your reputation and your profits — to give you 


maximum bond strength and dependability when sole attaching. 
- ask for a UNITED 


Make sure you get the most out of cements 
Specialist to survey and recommend formulas for your consideration. 
Contact your UNITED man today. SUPERGRIP cements are products 
of B. B. Chemical Co. and distributed by United Shoe Machinery 
Corporation, 140 Federal Street, Boston, Massachusetts. 


ora 


CEMENTS 


THE G/C CATALOG ...YOUR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 


@ wcarsrenco reaoe-manx OF 8. 8. CHEMICAL CO. 














METALLIC and COLORED 
Patent Leather 


Go steady with 
e - 
Fiancees 


632 SUN COPPER 


fashion’s favorite for the new season. . 
beautifully cast in a leading role 


by Clark Shoe Company 


tp) COLONIAL TANNING COMPANY, INC., Boston 11, Massachusetts 





Don’t Overlook This EXTRA Business! 


AS ERR A TRE A PMR 











IN STOCK 


Extra Support shoes are a sound source of steady year- 
round profitable sales. Gerberich dealers feature this strong 
line of 13 wanted styles all with Extra-Support features, 
in 186 sizes for imtnediate delivery on most numbers. 


Style 
0434 
Grey Buck 


Youths’ Sizes 12% to 3, Ato EE 
Boys’ Sizes 3%2 to 6, A to EEE 
Big Boys’ Sizes 642 to 12, AA to EEE 


By the makers of QE PE: erkeuth 


TME ALi 07S Acrion smoe 


MOUNT JOY, PENNSYLVANIA 
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